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ough Proofs | Music Dealers _ Sales Execs Hail Return 


The current version of man- 
hites-dog is supplied by Breskin 
Publications, which is using dis- 
play advertising to announce sub- 
‘ttantial reductions in advertising 
ates. 
Tt. -9 
Another advertiser who is re- 
versing his field is Zenith Radio, 
which takes big ads in the news- 
papers to explain why it isn’t 
nivertising in the newspapers. 
, a, Se 
Laughs Unlimited has been or- 
ranized for the specific purpose 
of supplying jokes and other 
unny stuff to trade publications, 
ouse organs, etc., but maybe it 
ran be persuaded to add the radio 
komics to its list. 
we ee 
Gladys the beautiful receptionist 
kays she sees the Wood Office Fur- 
hiture Institute is worried about 
the caste system in office equip- 
ment, but she thought that had to 
do only with plate glass desk 
tops. 
7 vv & 
Time will sell your product, 
suggests Ohio Advertising Display 
Company, echoing a thought that 
as been coming out of Rockefeller 
Center for quite a spell. 
. ae A 
A lot of big agencies declined 
to solicit the War Department ac- 
rount because of the red tape 
needed to validate bills. It’s a lot 
easier to pay Uncle Sam than to 
collect from him. 
7 ¥ FY 
Frank C. Dierson says Montana 
is now the only state which bars 
premiums. Does this mean that 
fontana kids can’t even listen to 
he Lone Ranger? 
2 + 
“Try to sell Mrs. Smith some- 
thing she doesn’t want,” says 
Kroger’s Joseph B. Hall, “and you 
ion’t have merchandise—you 
have inventory.” 
And you want inventory only 
vhen you don’t have merchan- 
tise. 


. Vv @ 

The Tea Association of the 
Inited States of America will 
lave its second annual conven- 
ion at Lake Placid next October. 
Jhat’s a nice quiet spot for a nice, 
uiet tea party. 

: vgvweyY 
1 A newspaper radio editor won- 
red the other day about the 
Hse of “co-actual cables” for tele- 
Hision, which was coming pretty 
Rlose to the idea, at that. 
? VV F 
1 Somebody ought to start de- 
loping a market for old en- 
Felopes. Every story teller al- 
Ways has his hero making copious 
lotes on the backs of them. 
v od . 

“The hog raiser’s first concern,” 
xplains Midwest Farm Paper 
Pnit, “will be about new develop- 
ents in the housing, feeding or 
‘anagement of hogs.” 
lost wives feel much the same 


SS 2 FF 
} ‘Whenever a stockholder writes 
etter or calls on the manage- 
hent,” suggests the secretary of 
eading corporation, “he should 
sive courteous treatment.” 
Even if his name isn’t Robert R. 
ing? 


os 


Copy Cus. 


| 


Vote Big Public 


Relations Fund 


More Than $100,000 
to Be Spent in ‘47; 
Plan Larger Budget 


Cuicaco—The National Associa- 
tion of Music Merchants voted at 
its annual meeting and trade show 
here last week to double mem- 
bers’ dues to help support a 
music industry public relations 
program to be directed by a new 
Music Industry of America. 

MIA is being formed by lead- 
ers in the industry to develop 
market research and build wider 
interest in musical pursuits in 
order to “recapture the peak mar- 
ket of the middle ’20s,” according 
to L. G. LaMair, president of 
NAMM and of the Lyon & Healy 


/music store here. 


Well over $100,000 will be spent 
by MIA this year. The promotion 
budget eventually is expected to 
total $250,000 to $400,000 annu- 
ally, including some advertising. 
A public relations organization 
will be employed in 60 to 90 days. 
No plans have been set “ ppoint 
an agency. =~ 


Haring Appointed 


Dr. Albert G. Haring, Univer- 
sity of Indiana, consultant on 
marketing to the furniture and 
carpet industries, has been re- 
tained to direct the research pro- 
gram. 

The dealer association voted to 
increase dues in a five-to-one 
vote. Less than 200 of the NAMM’s 
1,178 dealer and manufacturer 
members took part in the action 
and spirited discussion of the sub- 
ject at Wednesday’s business ses- 
sion. Several owners of small 
stores opposed raising minimum 
dues from $25 to $50, claiming 
that perhaps hundreds of dealers 
would resign rather than meet 
the higher dues requirements and 
that the move would prevent 
others from joining. There are 
from 5,000 to 6,000 dealers in the 
U. S. selling musical goods pri- 
marily. 

Under the MIA plan, the NAMM 
will contribute about one-fourth 
of the amount to be spent in the 
program. The remainder will 
come from other sponsoring 
groups, which are the National 
Piano Manufacturers Association, 
National Association of Musical 
Merchandise Wholesalers, National 


(Continued on Page 79) 


Best Art— 
or Best Ad? See 


ALUMINUM 
WOW AVAILABLE 
IW QUANTITY 
AT THE LOWEST PRICE 
IN HISTORY 


wet .aee- sae 
vesine « Feu. Pewese 


AMERICA'S GREAT WEW SOURCE OF ALUMINUM 


PLENTY NOW—With this full-page 
newspaper copy Reynolds Metals Co. 
last week announced lower aluminum 
prices and adequate stocks "for im- 
mediate and regular deliveries to 
manufacturers.” (Story on Page 6). 


LaRoche Assumes 
Control of Agency, 
but Ellis Stays 


New YorK—Chester J. LaRoche 
has acquired from Sherman K. 
Ellis the principal stock interest 
in LaRoche & Ellis, Inc., 15-year- 
old New York and Chicago agency. 
Mr. LaRoche has been elected 
president and treasurer, succeed- 
ing Mr. Ellis, who becomes senior 
consultant and a director, work- 
ing largely on new business. 

Principal accounts of the agency 
are parts of Quaker Oats Com- 
pany and Hiram Walker & Sons. 
A new account for the agency is 
New England Confectionery Com- 
pany. LaRoche & Ellis, Mr. La- 
Roche told AA, now bills more 
than $4,000,000 annually. 

The agency was founded by 
Mr. Ellis and Frank Irving 
Fletcher as Fletcher & Ellis in 
1932. Later it became Sherman 
K. Ellis, Inc., and adopted its 


(Continued on Page 75) 


of ‘Era of Hard Selling’ 


OPA’s Cost and 


Markup Figures 


to Be Disclosed 
Plan 29 Reports 


Despite Changes 
Since Wartime 
WASHINGTON—A series of 29 re- 
ports on operating costs and 


markups in consumer goods and 
industrial fields will be dribbling 
out of the Government Printing 
Office this summer, a legacy of 
the nearly defunct OPA to the 
industries it once regulated. 

While the figures admittedly 
contain wartime distortions, OPA 
balance sheet data is considered 
by government economists as 
some of the most valuable busi- 
ness information ever made avail- 
able for study. 

Figures in each report repre- 
sent aggregates for the industry, 
since OPA was specifically pro- 
hibited under the law from re- 
vealing the financial data for in- 
dividual companies. 


Much Data Available 


The series is far from complete, 
and the 29 reports are more or 
less random selections from more 
than 7,000 cubic feet of records 
available to the OPA statistical 
personnel, 

Whether there will be additional 
reports seems questionable at the 
moment, for OPA’s executor, the 
Department of Commerce, has de- 


(Continued on Page 75) 


600-line b&w ads. 
priced to your purse.” 


is the agency. 


Sun Oil program as yet. 
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Last Minute News Flashes 


Price Cut Featured in Old Thompson Copy 

St. Lours—Simultaneously with a price reduction, Glenmore Dis- 
tilleries, Louisville, is releasing a special four-week campaign to more 
than 300 newspapers, with the “A” list carrying two 1,000-line ads 
in color followed by two 600-line ads, and the “B” list carrying four 
A typical headline reads: “Made to your taste— 
In states which ban price advertising on 
liquor, a separate campaign is running. D’Arcy Advertising Company 


Lowell Thomas to Broadcast for P&G 

New York—Starting in September Lowell Thomas will broadcast | 
the news via CBS for Procter & Gamble through Compton Advertis- 
ing. The program, to be heard Monday through Friday at 6:45 p.m., 
will replace his Sun Oil Company-sponsored newscast now heard at 
the same time over NBC. Agency for this program is Roche, Wil- 
liams & Cleary. No replacement has been named for Thomas on the 
He is currently heard over 16 CBS stations 
for Ivory soap in a late evening broadcast. 


‘Voice of the Advertiser,’ Wilson Strata-Bloc Club Head Announced 


Page 68. Other features: 


Ad-libbing .... 
Advertising Market Place. . 
Business Paper Figures... 

Department Store Sales. . aie 
ee ere ree fee 
Feature Page .......... 
Getting Personal ....... 
Information for Advertisers......... 12 
In Washington . 

Photographic Review 
Private Lines . 
Rough Proofs Pe 


- 4g| by water or heat. 
. 50| Legion Magazine and Esquire. 


| 
| 


Cuicaco—Wilson Sporting Goods Company has announced a new 


| Strata-Bloc club head for its golf clubs in a two-color spread adver- 


| the agency. 


i 46 | tisement in The Saturday Evening Post. The heads cannot be harmed 
Announcements are also appearing in American 
Ewell & Thurber Associates here is 


is 70 General Plywood Appoints R&R 


| LOUISVILLE — General Plywood Corporation, manufacturer of Pre- 


. 38) Cut prefabricated homes, plywood containers and industrial plywood, 
: - | has appointed Ruthrauff & Ryan, Chicago, to handle its advertising. 


(Additional News Flashes on Page 81) 


Told of Need for 
Cheaper and Better 
Goods; Flack Elected 


4 


f « 

Los ANGELES—The day of the 
goods - hungry customer, eagerly 
snatching things out of sales 
peoples’ hands, 
isn’t drawing to 
a close. It’s over. 
And America’s 
salesmen are glad 
of it. 

They’re champ- 
ing at the bit to 
get back to real 
selling, and their 
eptimism is un- 
bounded, despite 
plenty of gripes 
about problems 
of astound- 


Gene Flack, 
new president 


ing magnitude. 

All this was made amply clear 
here last week as the National 
Federation of Sules Executives, 
said to represent more than 2,- 
000,000 salesmen, held its 12th 
annual conference. 


Petree Sets Keynote 


Neil Petree, president of Barker 
Bros., Los Angeles, generally ac- 
knowledged as the world’s largest 
home furnishings store, started the 
ball rolling with a keynote talk 
in which he asserted categorically 
that the turn has come, that wary 
and chary customers again sit in 
the judgment seat. 

“The future of our economy 
rests upon the success of our 
method of distribution, of which 
selling is the cornerstone,” he 
said, “but selling alone is not the 
answer. In order to sell, the sales- 
man must have the right item at 
the right price, in order to im- 
plement the purchasing power of 
the public.” 

“Pent-up demand” is strictly a 
joker, he said. “There is never a 
lack of desire to buy—even in 
the depths of a depression. What 
can be lacking, is a level of prices 
that makes purchasing power ac- 
tive. To properly serve the 
public, and to broaden our market 
in 1947 and 1948, medium priced 
merchandise must return in vol- 
ume. There is a tremendous back- 
|log of business in this grade of 
merchandise, among customers 
|who cannot afford to pay the 
prices now prevailing in many 
lines.” 


Lists Downtrend Factors 


Declaring that the country has 
not even remotely approached the 
possibilities for prosperity that 
our high-production economy will 
some day attain, Mr. Petree said 
that major downtrend factors in- 


clude completion of reconversion 
of producing units, replacement of 
war -exhausted inventories, no 
prospect of substantial tax re- 
ductions, and the relatively dis- 


appointing showing of the build- 
ing industry. 

“The challenge to business and 
selling in combating these and 
other depressing factors is quite 
|evident,” he said. “I want to em- 
phasize again that we must pro- 
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duce merchandise in the price 
line that the public will buy in 
quantity. This must be done, even 
though prevailing high wage levels 
and other costs present difficul- 
ties. A high level of business vol- 
ume is imperative, and manufac- 
turers, merchants and the selling 
profession must cooperate to cre- 
ate an ever-expanding market. 
“It is probable that, because of 
the necessity of establishing lower 
price lines in the face of high 
costs, the profit margin may be 
lower in 1947 than in 1946.” 


Intensive Selling Needed 


Adding that business cannot be 
blamed for governmental actions 
over which it had no control, Mr. 
Petree said: “The expanding 


CAR CARD ADVERTISERS! 
SEND FOR _ 


FREE SAMPLE ~ 


POINT-OF-SALE CAR CARD HOLDER 


| broader 


market of the future demands 
thinking, bigger plan- 
ning, determined action and more 
intensive selling than anything 
we have known before. Part of 
that selling job should include an 
explanation and a demonstration 
of the successful functioning of 
our democratic way of life.” 

Don Francisco, vice-president 
and a director of J. Walter 
Thompson Company, New York, 
emphasized the same viewpoint 
by saying that 1946 and 1947 have 
been largely a race to “make 
things,” but the next twelvemonth 
is certain to be a race to sell 
things. 

There seems to be considerable 
evidence, he said, that in the re- 
conversion race, as during the 
war years, the machinery and 
mechanics of distribution have 
not been given the careful study 
and planning which was pre- 
viously accorded them. Stepping 
boldly into a discussion of dis- 
tribution costs, Mr. Francisco 
made the flat prediction that they 
will go up, and not down, in re- 


lation to total costs, but warned 


that percentages are meaningless. 

Today distribution is supposed 
to account for 59% of the con- 
sumer’s dollar, he said, while pro- 
duction accounts for only 41%, 
but the important figure is not 
the ratio between these costs, but 
the total figure which the con- 
sumer must pay. If distribution 
costs go up in relation to manu- 
facturing costs, but the sales price 
is reduced, then the result is a 
net gain for the public. 


‘Small Price’ for Industry 


Reminding his audience also 
that distribution costs embrace 
not only selling and advertising, 
but warehousing, delivery, trans- 
portation and a host of other 
costs, Mr. Francisco said that “a 
high distribution expense is the 
small price industry must pay for 
the great economies of mass pro- 
duction. From the viewpoint of 
our national economy the im- 
portant point is that the consumer 
gets better merchandise and bet- 


(Continued on Page 78) 
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“That’s What He Always Wears After a Trip to the lowa Territory” 


It’s no news to salesmen that Iowa is rolling in 
cash and itching to spend. But many an advertiser 
: learns to his surprise that 67% of this supermarket 
is covered by one newspaper—the Des Moines 
Sunday Register! It’s simple—it’s smart—to cag- 
sider the whole of Iowa as a single city—rankfag 
among the country’s top 20—and packaged for 
you by the Sunday Register at the low milline 


rate of $1.66. 


ABC Circulation March 31, 1947 
Daily 365,559 — Sunday 480,803 


PACKAGES 


‘THe DES MOINES 
REGISTER anv TRIBUNE 


A STATEWIDE URBAN MARKET 


RANKING AMONG AMERICA’S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


Kettering Tells 
Research Plan 
fo Conserve Oil 


Cut Auto Travel 
Costs One-Third, 
G-M Chief Says 


FRENCH Lick, INpD.—A proposed 
long-range program of coopera- 
tive research and engineering by 
the petroleum and automotive in- 
dustries—thereby saving oil re- 
serves and cutting auto transpor- 
tation costs by one-third—was 
described here last week by 
Charles F. Kettering, veteran 
General Motors executive. 

Mr. Kettering, whose retire- 
ment as vice-president in charge 
of the G-M research laboratories 
also was announced last week, 
told the summer meeting of the 
Society of Automotive Engineers 
that high compression engines, 
providing from 33%to 40% higher 
economy than today’s automobile 
engines, have been tested in De- 
troit and Dayton areas since last 
November. 

Mr. Kettering’s progress report 
|grew out of work conducted by 
'the laboratories over a generation. 
| During the past 30 years, he said, 
|petroleum chemists and automo- 
|tive engineers have devised im- 
provements which have saved the 
public $1 billion—or one-third— 
of its gasoline bill. A saving of 
another third is in prospect, he 
said, through additional coopera- 
tive research and engineering. 


In ‘Laboratory Stage’ 


These engines and fuel develop- 
ments are still in the laboratory 
stage, “| emphasized, however, 
adding «at “how soon they can 
be incorporated in the automobile 
will depend upon a large amount 
of development by both the auto- 
mobile and petroleum industries 
working toward a common goal.” 
Various reasons prevent the jump 
from a 6.5 to 12.5 compression 
ratio in engines now and “there 
are 30,000,000 vehicles on the road 
today which do not require high 
octane gasoline and which must 
be kept going for some years 
until they are worn out.” 


Advertising Age, June 9, 194 
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BACK HOME—Arthur P. Macintyr 
(left), vice-president in charge of f. 
nance of Lever Brothers Co., and Joh» 
R. Gilman, vice-president in charge o} 
advertising, get set to debark in Ney 
York harbor following a four-week busi. 
ness trip to London headquarters o/ 
the Lever Brothers and Unilever or. 
ganization. 


eral Motors in 1930 when the 
company acquired the Dayton Re. 
search Laboratories and has di.- 
rected its huge research organiza 
tion, is to continue to serve as 
director and also will act as con 
sultant. 

Charles L. McCuen, vice-presi 
dent in charge of the engineerin 
staff, will succeed Mr. Ketterin 
as general manager of the Re 
search Laboratories Division 
James M. Crawford, who has beer 
Mr. McCuen’s general assistant, 
was named vice-president i 
charge of the engineering staff. 


John T. Smith, vice-president 


and general counsel, also is to re 
tire, it was announced at the di 
rectors’ annual organization meet 
ing in New York. Henry M 
Hogan, vice-president and gen 
eral counsel, succeeds him. 


Miss Blair Joins Y&R 


_, Gertrude Blair, home economis 
and publicist, has joined Young 
Rubicam, New York, as directo! 
of women’s activities in the pub 
lic relations and publicity depart 
ments, succeeding Ruth Millard 
resigned. Miss Blair was formerly 
with General Foods Corporation; 
United States Steel’s consumer 
service division, and Publicity As 
sociates. 


Perma-Lift Drive Opens 


A. Stein & Co. Ltd., Toronto, i 
running a six-week campaign fo 


Perma-Lift brassieres in Torontd 


dailies, through MacLaren Adver 
tising Company, Toronto. Th 


|drive may be extended to other 
Mr. Kettering, who joined Gen- Canadian cities later. 


Choose the best possible medium of 
reproduction for each individual job! 
ALLART offers you your choice of quali’) 
reproduction on point-of-purchase 
advertising, car cards, twenty-four 

and three-sheet posters! 

Ask our representative to call! 


OAL LART corporation 


The key organization in the Allart Graphic Group » 234 North Broadway, Milwaukee 2, Wiscoosi? 
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WHICH REMINDS US - 


NO OTHER MAGAZINE 
COSTING 25¢ (OR MORE) 


HAS EVER GROWN 


$0 B16, SO FAST/ 


ON AMERICA’S NEWSSTANDS * 
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*K sport's first 5 mentin of 1947 averaged over four hundred thousand 


newsstand circulation. 


Ss p oO R T Ss ¢ (@) b E 4 Is that good? That's more than 4 times better than TRUE’s first year. . . 


3 times better than ESQUIRE’s . . . 8 times better than NEWSWEEK’s 
. . and nearly 8 times befter than TIME’s first eighteen months! 


Here’s just a pair— only 2— short shorts on SPORT's 
ability to make sales for its advertisers at a profit. 


RUDOLPH FIELD...publisher of sports books 
selling at $1 and $2...“have found a market 
for my books on sport personalities and am 
preparing three more on leading athletes 
to take advantage of SPORT’s market.” 


x *k *& 


CASTLE FILM...“Terrific demand for film at 
camera stores; it was promoted only in SPORT.” 


Ask to see more! 
Sport, 205 E. 42nd St., N. Y. 17, N. Y. 


the Magazine for remerica's Uillions of Sport Spectators 
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’ | papers sniped at the idea. 
Mayor Ss Ad Makes The a oiaa tae hone oil Cen- 


Dailies Angry 

New Yorx—lIt isn’t often that 
a newspaper which accepts an ad 
comments editorially on the copy- 
writer’s lack of discretion in writ- 
ing it. Last week, as dailies car- 
ried advertisements featuring the 
proclamation of New  York’s 
mayor, William O’Dwyer, setting 
June 4 as a day of protest over 
the Taft-Hartley labor bill, news- 


tral Trades & Labor Council, 
AFL, named June 4 as “Veto 
Day” and announced a rally at 
Madison Square Garden. The 
principal part of the ad featured 
the mayor’s proclamation, which 
declared in part that “our free 
trade union movement is pres- 
ently imperiled by legislation now 
before the Congress... The Taft- 
Hartley bill would emasculate the 
Clayton Act, the Norris-La- 


Guardia and Wagner Acts.” 

The Daily News snapped: 
“O’Dwyer has been inspired to 
try a piece of super-lobbying 
against the measure. So far as 
we know, the stunt is unprece- 
dented.” The World - Telegram 
carried the ad, but remarked edi- 
torially that it considered the 
mayor’s judgment poor. 


Appoints McCracken 


Carl J. McCracken, vice-presi- 
dent and general manager for the 


past 15 years of Rose-Martin, 
New York agency, will join Grif- 
fith Advertising Agency, St. 
Petersburg, Fla., in July. 


Collins Joins ‘Parade’ 


Art Collins, after 25 years with 
the midwest sales staff of Cro- 
well-Collier Publishing Company, 
has joined Parade, syndicated 
Sunday picture magazine, in the 
Chicago office. Mr. Collins was 
western manager of Country 
Home until it ceased publishing 
in 1939. 


Listen to the Singing Wires that run along the roadsides—across the 


fields—and straight into farmhouses and barns. With every new installa- 


tion, come new farm convenience and added profit. And for manufacturers 


of things electrical, come pyramiding outlets and sales the like of which 


make business hum for everybody. 


Farm Journav’s Rural Electric Information Exchange is helping string 


those wires . . 


of them already wired for electricity. See the film—Singing Wires—you'll 


see the whole story . . . know why over 80% of Farm JourNat families 


. into 2,600,000 Farm JourRNAL homes, an amazing 73% 


are among those who produce the overwhelming bulk of national farm 


income. And you'll see why Farm JouRNAL enterprise and editorial “DO” 


get results in rural America. 


Washington Square, Philadelphia 5, Pa. 


Farm 
Journal 


AMERICA’S LARGEST RURAL MAGAZINE 
GRAHAM PATTERSON, Publisher 


yA \ 


| 
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FIC Renews Fight ns 
Against Ad Film | 


Aw 


Trade Restraint 


WASHINGTON—The FTC set o 
last week to break up long-tery 
contracts which enable some @ 
the larger advertising film pr 
ducers and distributors to g¢ 
“exclusive” rights for the screenf\~\/ 
ing of their products in importanfh ?-\ 
commercial theaters. 

Commission complaints agains 
four of the largest firms in the 
business contend that the long 
term “exclusive privilege” con 
tracts tend “to hinder and pref’ 
vent competition” in violation off \,\° 
the Federal Trade Commission# ‘ 
Act. 

The commission argues  thatih\ 
such agreements are “unreason-§' 
able” because the limited numberf‘ 
of theaters gives advertisers only}; 
the alternative of dealing with the 
contracting company—or forego- 
ing this type of advertising. 

The result, in legal terms, FTC \, 
contends, is “to restrain trade andi) 
monopolize the interstate sale, 
lease, rental and distribution of 
advertising films.” b 


Limited to ‘Certain Areas’ 


Charges against three of thef) 
companies — Ray-Bell Films, St 
Paul, United Film Ad Service, 
Kansas City, Mo., and Motionff 
Picture Advertising Service, New 
Orleans, are limited to “certain | 
areas” or “certain sections” ef thegr\~ 
United States. 
No geographical ‘limits were 
mentioned in regard to contracts 
of the Alexander Film Company, 
Colorado Springs, identified as 
the nation’s largest producer and 
distributor of advertising films. 
Four years ago, FTC issued an 
order against these same fourfA 
firms, plus one other producer-§; 
distributor, two booking agencies§\* 
and a trade association, accused, * . 
of conspiring to fix rates and. Py 
screening contracts. X 
One of the provisions of the 
1943 order outlaws any agreement§\ 
among the producers and bookingg\ 
companies in regard to the use of 
exclusive privilege contracts for 
screening the films of national 
advertisers. 
At the time, FTC estimated that 
the five distributors—the four in 
the current action and A. V. 
Cauger Service, Inc., Independ- 
ence, Mo.—controlled more than 


|90% of the business done by the \ 


industry. 


Willys Promotes Lund 


Howard O. Lund, assistant sales, , 
manager in charge of western icr-§)\}, 
ritory, has been appointed salc 
manager of Willys-Overland Mo- 
tors, Toledo. Mr. Lund, who asp} 
been with Willys since his °S-B/Ry/ > 
charge from the Army in 1!40,—® 
succeeds George H. Bell, who "as 
resigned. 


Wilson Promotes Drury | 


B. E. Drury, formerly 
manager, has been made genc” 
sales manager of Wilson Founc’) 
& Machine Company, Pon‘, 
Mich. 


Building 
SUPPLY NEWS 
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Thirty-eight men were conspicuous by their absence 
when the Chicago Federated Advertising Club handed WBBM 
two of the four major awards given for locally-created and 
produced shows originated by Chicago’s sixteen stations. 

The missing men were the 38 WBBM master showmen 
whose skill, knowledge and hard work make every WBBM- 
built show a prize contender. 

Thanks to our 38 experts, those who know the Chicago 
market best—the local advertising men—tagged WBBM’s 
“The Echo” as the best local dramatic program produced by 
a Chicago station. They also created a special award for 
WBBM's “Gold Coast Rhythm” for its “outstanding advertis- 
ing merit.” That’s why you'll find our laurel wreaths tacked 
up over the door into WBBM’s Program Department. 

If you are looking for a winner in the country’s second 
biggest and richest market, call us or Radio Sales. WBBM’s 
38 showmen have the right program to win big audiences 


for your sales message and new customers for your retailers. 


Chicago’s Showmanship sation WW BBM 


; COLUMBIA OWNED - 50,000 WATTS + 780 KC. REPRESENTED BY 
RADIO SALES, THE SPOT BROADCASTING DIVISION OF CBS. NEW 
YORK, CHICAGO, LOS ANGELES, DETROIT, SAN FRANCISCO, ATLANTA 
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Gordon Joins Compton 


Dick Gordon, formerly with 
Edward Petry & Co., has joined 
the media department of Comp- 
ton Advertising, New York, as a 
time buyer. 


Names Deutsch & Shea 


Charles Household Products 
Company, Brooklyn, manufacturer 
of Clear-Vu liquid cleaner, has 
appointed Deutsch & Shea, New 
York, to handle its advertising. 


Mortimer Boosted, 


as Ad Director 


mer, for several years vice-presi- 
dent in charge of advertising for 
General Foods Corporation, has 
been elevated to vice-president in 
charge of marketing. 

His successor, Mrs. E. B. Myers, 


takes over as advertising director, 
probably the first woman to direct 
|a promotional budget of more 
|than $10,000,000. Last year GF 
'spent $12,500,000. 

| In his new position, Mr. Morti- 
|mer will head a coordinated ad- 
| vertising, marketing and sales di- 
| vision. Reporting to him will be 


Poiat o¢ Sate TAPE 
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New York—Charles G. Morti- | 
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| 
| 


Wesby Parker, director of GF’s 
sales division; Richard Moulton, 


GF Names Woman | director of market research; Marie 


Sellers, director of consumer serv- 
ice, and Mrs. Myers. 

. Mrs. Myers joined GF in 1930 
as a publicity and copy writer, 
and directed the consumer service 
division from 1934 to 1938. In 
1938 she became consumer associ- 
ate merchandise manager, and the 
same year was promoted to mer- 
chandising manager for Sanka, 
Kaffee Hag, Jell-O and several 
other products. 

She was subsequently elected a 
vice-president of General Foods 
Sales Company (before its merger 
with the parent company), and in 
1946 became associate advertising 


| director of the company. 


Reynolds Heralds 
Aluminum’s Low 
Cost, New Freezer 


(Picture on Page 1) 

New York—This month, Rey- 
nolds Metals Company is bustin’ 
out all over. 

Full-page copy in newspapers 
trumpets that aluminum prices 
are down 30% from 1939, in con- 
trast to the spiraling price line 
of other metals. In beating its 
drum for raw material users, 
Reynolds offers “immediate and 
regular deliveries in any required 
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form—rolled, drawn, stamped 0; 
extruded — including alloys that 
are as strong as structural stee| 
though only 1/3 as heavy.” 

Newspapers used include th: 
New York Times, Herald Tribun, 
and Wall Street Journal, and th; 
Washington Post and Star. Ther 
are no plans for a continuin; 
campaign. 

Reynolds—which has a Sizabl@ 
consumer line—also sells ingots 
sheets, shapes, wire, rods, ba 
stock, tubing foil and powder. 

While the cost of aluminum ha 
tumbled considerably since 193) 
due to the competition in the fie; 
and expansion of producing prop. 
erties during the war, aluminun 
on a cost basis is still expensive 
Aluminum raw sells for 14 cent; 
a pound, or $280 a ton. Stee 
ingots sell for $40 a ton. Ho 
roll steel sheets sell for 2.5 cent; 
a pound, aluminum costs nine 
times as much. 

The newspaper campaign wa; 
placed by Buchanan & Co., which 
handles the structural end of the 
Reynolds account. A typical cam- 
paign appearing in farm publica- 
tions urges farmers to contact 
Reynolds dealers for lifetime 
aluminum sheet roofing and sid- 
ing. 


Promotes New Freezer 


In the June issue of Better 
Homes & Gardens, Reynolds an- 
nounced its Eskimo Freeze, a new 
home freezer, which will sell for 
about $269.95. For the time be- 
ing, the BH&G page will prob- 
ably be its only advertising, since 
the company only recently began 
to get adequate production. It 
will be distributed along regular 
channels, although Graybar Elec- 
tric Company will handle it in a 
sizable territory. The freezer will 
hold about 210 lbs. of frozen 
foods and is supposed to be com- 
pact enough to fit into a small 
kitchen. 

Since the war’s end, Reynolds 
has brought out a long line of 
consumer products, in addition to 
its building materials and finished 
aluminum stock line. The prod- 
ucts now include furniture, lawn 
chairs (which are being adver- 
tised, AA, May 19), cooking 
utensils, toys, a boat, foil, win- 
dows and a Quonset-like storage 
building. J. Walter Thompson 
Company handles the consumer 
products account. 

Recently the company an- 
nounced that Charles M. Mapes, 
formerly with Scott Paper Com- 
pany, had been named industry 
manager in charge of aluminum 
foil sales, and that C. L. Thomp- 
son Jr., chief of the marketing 
branch, Office of the Housing Ex- 
pediter, had joined Reynolds as 
sales and technical adviser to 
David P. Reynolds, sales manager 
and vice-president. Mr. Thomp- 
son, before joining the national 
housing agency, was_ superin- 
tendent of industrial relations for 
Tennessee Eastman Corporation, 
Oak Ridge, Tenn. 


Oildom Names Holquist 


Harry Holquist has been ap- 
pointed midwest representative in 
Chicago for Fuel Oil News, pub- 
lished by Oildom Publishing Com- 
pany, Bayonne, N. J. His head- 
quarters are at 332 S. Michigan 
Ave. 
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People like to read advertising 
in the Post...far more 4 


a | 


Wednesday 
is moving day 


Let us consider two kinds of motion. 


One is a great mental stir that sweeps through some four 
million homes every Wednesday. People laugh and are sad. 
They grow angry, fall in love, are mystified, become indignant, 


thrilled and thoughtful. They go to bed later than usual. 


This is the movement of minds. It happens the day The Satur- 
day Evening Post comes out. 


So powerful is this great mental movement that, like a driving 
wheel, it actuates a second kind of motion—the movement of 


goods. 


For the close attention that Post readers pay to stories and 
articles carries over into Post advertising pages. Minds, awak- 
ened and stimulated by some of the best writing in America, 
absorb advertising messages more quickly—and remember 


them longer. 


In short, Post advertising moves the people who move the 
merchandise. 


than in any other magazine 


ier 
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KSON on Air July 15 


Station KSON, independent San 
Diego radio station owned by 
Studebaker Broadcasting Com- 
pany, will start broadcasting on 
1250 ke., 250 watts, about July 15. 


Norton Named 
Head of American 
Home Foods 


It will begin FM _ broadcasting : 

next year. NEw York — American Home 
Foods has promoted Victor T. 
Norton from executive’ vice- 
president to president. He suc- 


ceeds H. W. Roden, who recently 
transferred his office and resi- 
dence from New York to Los 
Angeles, to devote more time to 
fiction writing (AA, March 10). 
Mr. Norton has had more than 
20 years’ experience in the food 
field, including food procurement, 
manufacturing, research, sales and 
general administration. He was 
formerly assistant to the president 
of Jewel Tea Company, vice- 
president of Cudahy Packing 
Company, and vice-president and 
director of Kenyon and Eckhardt 


Building | 


SUPPLY NEWS 


advertising agency. He :erved on 
various food advisory cic mmiittees 
to the government during the war. 

American Home Foods prod- 
ucts include Clapp’s baby foods, 
G. Washington coffee and broth, 
Duff’s baking mixes, Chef Boy- 
Ar-Dee foods and Burnett’s food 
flavors. Its seven plants are lo- 
cated from Boston to San Jose, 
Cal. 


Offers New Timetable 


The Chesapeake & Ohio Rail- 
way Company, Cleveland, has in- 
troduced a new idea in timetables 
—a slide-chart train selector: The 
traveler turns two dials, one to 
the starting point, the other to his 
destination, and immediately the 
time of departure and arrival of 
the company’s six trains are vis- 
ible. All other columns of figures 
are screened out. The train selec- 
tor was produced by Perrygraf 


»| Corporation, Maywood, II. 


Advertising World 
Trade Catalyst, 
Larmon Declares 


More Data on Markets, 
Higher Standards 


of Practice Urged 


MONTREUX, SWITZERLAND — Ad- 
vertising can be the force which 
overcomes trade barriers and acts 
as the catalyst in promoting world 
trade, but research data and 
higher ethical standards will be 
necessary, Sigurd S. lLarmon, 
president of Young & Rubicam, 
New York, told an advertising 


¢.0.8- 
NASHVILLE 


By rail, truck, air and water, goods move rapidly to and from the 
Nashville market area. Such fast and economical transportation 
helps to keep industry running at top pace; and to build a stable, 
well-balanced market. It’s important to manufacturers here that 
43% of the nation’s people live within 500 miles of Nashville, so 
that plenty of buyers are in easy shipping distance. And you can 
cover the rich Nashville trade area—at reasonable listener cost 


—over WSIX. 


5,000 WATTS 980KC 
AMERICAN @® MUTUAL 


FOR DETALED 
REFERENCE DATA 


COMSUMER 
MARKETS EDITION 


Represented Nationally by 


THE KATZ AGENCY, INC. 
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-conference of the Internationa! 
Chamber of Commerce here las 
week. 

The chamber, holding its firs 
postwar conference, also is con 
cerned with adopting a code 
ethical business standards. Com 
menting on this code, Mr. Lar 
mon pointed out that a set o 
standards is not sufficient wiih 
out these specific improvements 

1. Provide basic census data o 
markets in some countries as we] 
as provide satisfactory populatio! 
characteristics, such as size, geo 
graphical location, compositior 
trade conditions and competitiox 

2. “In media we find the mos 
acute need for reform and prog. 
ress.” Mr. Larmon listed as im. 
mediate needs dependable meas! 
urements of circulation, uniforn 
advertising rates geared to cir 
culation, space allotments definit 
and fair to all advertisers, rate 
fixed for definite periods of tim 
and cash discount and agenc) 
commission. 


Urges Standard Card 


The Y&R president urged tha 
foreign media adopt a standar( 
form for rate cards, giving per. 
tinent data on charges, discounts 
mechanical requirements and clos. 
ing dates. 

Advertising, he said, as an in. 
tegral part of production and mar. 
keting processes should be pre. 
pared to carry out its responsi- 
bilities effectively in stimulatin; 
world trade. 

“The future of the world wil 
depend on attaining higher stand. 
lards of living through greate! 
| production and a more equitable 
distribution of the world’s product 
through international trade,” Mr 
Larmon noted, adding that bar- 
riers of various kinds prohibit thé 
free flow of goods. 

“It is possible that advertising 
|by serving to maintain market 
and by finding and developing 
new markets, will be the force 
which will help most to overcome 
these barriers,” he concluded. 


Oneida in Record Drive 
for Two Silver Patterns 


Oneida Ltd., Oneida, N. Y., will 
use four-color, bleed pages in 
September issues of Charm, Cos- 
mopolitan, Glamour, Good House- 
keeping, Ladies’ Home Journal, 
Life, Mademoiselle, McCall’s, Red- 
book and Woman’s Home Com- 
panion to introduce Morning Star, 
Community silverplate patterns. 
The company, which will also in- 
troduce then a new hollow-ware 
pattern, the Ascot, believes this 
to be the largest magazine ad- 
vertising schedule ever put behind 
a new silverware pattern. 

Batten, Barton, Durstine & Os- 
born, New York, is the agency. 


Berry Joins Du Pont 


Bedford T. Berry, formerly with 
Hercules Powder Company, 
mington, Del., has joined the ad- 
vertising section of the plastics 
department, E. I. Du Pont ce 
Nemours & Co., as a_ technical 
writer. 
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Member: 


YOUR WIFE CAN’T DO HER SHOPPING 
WITHOUT THE PHILADELPHIA INQUIRER 


Men don’t take The Philadelphia Inquirer away with 
them in the morning... their wives won't let them. 
Women read and heed The Inquirer because it is 
a great family newspaper, full of news, entertain- 


ment and features for the home. That’s why The 


Inquirer leads in advertising volume in America’s 


3rd market. 


TELL IT IN THE MORNING...TELL 


Che Philadelphia Pnguirer 


OSBORN, SCOLARO, MEEKER & CO., 
AMERICAN NEWSPAPER ADVERTISING NETWORK; 


IT IN 


NEW YORK, CHICAGO, PHILADELPHIA, DETROIT; FITZPATRICK & CHAMBERLIN, 


METROPOLITAN GROUP COMICS; 


SAN FRANCISCO 


FIRST 3 MARKETS GROUP; METROPOLITAN GROUP GRAVURE 
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Record Producers 
Aren't Singing 


Any Postwar Blues 


Doubled Sales Seen 
for '47; M-G-M and 
Rainbow Make Bids 


New York—Unlike some other 
so-called luxury trades, the record 
making industry is expected to 
feel no postwar pains this year. 

No figures are forthcoming at 
this time from the competition- 
minded manufacturers, but con- 
servative estimates, based on ap- 


proximate sales to date this year, | 


indicate that Americans will buy 
at least twice as many platters in 


1947 as they did in °46. Last year’s | 


sales, according to Record Retail- 
ing, hit an all-time high of 287,- 
000,000. 

The big four—RCA Victor, 
Decca, Columbia and Capitol— 
retain their firm hold on the mar- 
ket, but they are feeling keen 
competition from such noteworthy 
newcomers as 
Mayer and Rainbow. 

M-G-M, starting out with a 
modern manufacturing plant at 
Bloomfield, N. J., and a famous 
selling name (AA, March 3), 
made a spectacular hit with one 
of its earliest releases. Art Lund’s 
‘“‘Mam’selle” has gone well over 
the half million mark. Lund, 
meanwhile, has received some 
very juicy night club offers. 


No Talent Shortage 


There is no shortage of talent 
at M-G-M, which has augmented 
the supply of entertainers re- 
cruited from its list of picture stars 
by winning over some of the stars 
from competitors’ staffs of record- 
ing artists. Jimmy Dorsey and 
Helen Forrest were lured away 
from Decca, Kate Smith came 
over from Columbia, and David 
Rose, Lauritz Melchior, Blue Bar- 
ron and Hal McIntyre all moved 
over to the M-G-M stables from 
Victor. 

Harry Fromkes, who has been 
associated in one way or another 
with many Broadway shows, is 
the mastermind behind Rainbow 
records. So far he has been 
making an off-the-beat type of 
platter, revival of old songs or 
new arrangements of standards, 
and hasn’t gone into direct com- 
petition with the majors. In one 
move, he beat the big companies 
to the draw on a “Brigadoon” 
album. 

RCA Victor is expected to lead 
the field this year with total sales 
of nearly 100,000,000 records, ac- 


cording to the estimate of Neil F. | 


Metro - Goldwyn - | 
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| Harrison, editor of Record Retail- 
ing, which publishes an annual 
| survey of the record business. 
Close behind will come Decca 
with around 90,000,000. Predic- 
tions for Columbia and Capitol 
| sales are 50,000,000 and 35,000,000, 
| respectively. In every instance 
| this represents an increase of at 
least 10,000,000 over 1946 sales. 

| There are said to be more than 
|250 “record companies” in the 
United States today. Many of 
these are small time operators of 


with 
| Four—which 


| little significance in the total sales 


picture. One survey of Los An- 
geles County, Cal., taken some 
time ago, revealed 187 record 
manufacturers —some of them 
with only one disc to prove they 
were in business. 

Since the war, independent 
companies have been finding com- 
petition with the majors increas- 
ingly difficult. No longer hampered 
labor difficulties, the Big 
always had _ the 
corner on the big name artists’ 


market—are steadily upping their 
production. There have been no 
major casualties among _ the 
smaller companies, but both 
Musicraft and Signature recently 
were refinanced. Keynote also has 
been. reorganized. 


Too High-Priced? 


Vogue, a leading maker of 
plastic records in the popular field, 
has put out no new releases 
lately. This company’s difficulty 


seems to-stem from the fact that | 
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its relatively high-priced plastic 
records are out of the economic 
range for the popular market. 
Small companies, however, con- 
tinue to play a significant role in 
the industry because of the draw- 
ing power of outstanding artists 
or the mushrooming popularity 
of a terrific hit. Black And White, 
a previously unsung West Coast 
company, gave the world, “Open 
The Door, Richard.” Another 
West Coast company, Exclusive, 
waxes the Honey Drippers, who 


| 
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o very well with the public. 

Majestic, fifth in sales in 1946, 
4nd planning to step up sales as a 
major national advertiser this 
ear, boasts such recording favor- 
tes as Louis Prima, whose version 
ff “Red Silk Stockings and Green 
Perfume” was a “natural.” 

In the classical field, several in- 
iependents garner a_ healthy 
,zmount of sales. Minor firms in 
his category are relatively well 
ff. Rivalry is not so intense as 


| higher, and sales on a particular 


record are more consistent. Vox, 
Concert Hall Society, Night Music, 
Artists Records and Pilotone are 
typical of the minor classical 
record companies. 

Smaller, less known companies 
in the children’s field are in a 
similar position. Mayfair, Mer- 
cury, Horizon, Record Guild and 
Graphic Educational all are said 
to be doing well in production 


| 


| pany, 


| 
| 


N. J. Admen Elect 


Robert B. Huddleston, advertis- 
ing manager of American Type 
Founders, Elizabeth, N. J., has 
been elected president of the In- 
dustrial Marketers of New Jersey, 
local chapter of the NIAA. Others 
elected are: Gilbert S. Carpenter, 
Michel-Cather, New York; Charles 
H. Kinzel Jr., John Dolph Com- 
Newark, and _ Franklin 
Fader, Franklin Fader Company, 
Newark, vice-presidents; Katha- 


and sales of these special market. pine Nicoll, American Gas Ac- 


treasurer, and D. G. Fertman, E. I. 
Du Pont de Nemours & Co. plas- 
tics division, Kearney, N. J., sec- 
retary. 


To Boost Connecticut Tax 


The finance committee of the 
Connecticut legislature has ap- 
proved bills which would increase 
to 3% the tax on advertising in 
telephone directories and make 
“originating revenues,” such as 
airline ticket sales and freight 


é charges, subject to corporation 
in the popular field; markups are | records. cumulator Company, Elizabeth,| business taxation. 
a on a *- at Pe @ cakes as ~“ 4 . t eee a \ 


and it all came naturally... 


@ With no extra promotion effort . . . no special subscription offers 
... Popular Mechanics sold an average of 1,036,106 copies per 

month during the first quarter of 1947 (A.B.C. Publisher’s statement, 
March 31, 1947). And we could have sold more. 


@ Here is solid circulation—the kind that comes only with natural, healthy 
growth. Here is a concentrated audience of alert, inquisitive, 

“P.M. MINDS” ... minds that are hungry for the useful new ideas in 
every issue of Popular Mechanics . . . minds that read ads 

deliberately and consciously respond. 


@ There are more than 3.7 MILLION* of these more responsive, male 
“P.M. MINDS,” as shown by continuing readership studies— 

a big, result-producing market for any man-bought product 

from shoes to shampoo. 


P. S.—Not included in Popular Mechanics circulation are our two special editions 
\ for French and Spanish speaking “P.M. MINDS”—Mecanique Populaire 
\ and Mecanica Popular—with their 130,000 combined circulation. Advertis- 


ing space in these editions is sold separately. 


*Not counting our 1 million women readers. 


REACH 
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Dunaway Heads New 
Public Relations Firm 


Philip H. Dunaway, Lawrence 
C. Goldsmith and Arthur J. Ros- 
enthal Jr. have established Duna- 
way, Goldsmith & Rosenthal, pub- 
lic relations counsel, at 320 Fifth 
Ave., New York. 

Mr. Dunaway, president, was 
formerly chief editor in the For- 
eign Economic Administration, in 
the Office of Strategic Services, 
and in the Department of State’s 
Office of Research and _ Intelli- 
gence. Mr. Goldsmith, vice-presi- 
dent, served with the radio divi- 
sion of OWI and with the national 
promotion staff of the American 
Jewish Committee. Mr. Rosen- 


thal, treasurer, formerly headed 
Gen. MacArthur’s division of 


|press and publications in the Pa- 
|cific theater, and previously was 


with the Macy newspaper chain 


|in Westchester County, N. Y. 


‘Russell Names Brainard 


Lyman B. Brainard has been 


| named sales manager of the auto- 


motive equipment -division of 


Russell Mfg. Company, Middle- 
town, Conn. 


—% TT 
The Best Buy in 


Central lowa 


| THE ONLY 
_ CBS station 


SERVING 
IOWA'S FIRST 
MARKET 


Response-Rated 
Shows 


Are Exclusive 


| on KSO 


| Ask the nearest Headley- 
|'Reed representative for 


the fact-full KSO story. 
You'll be impressed! 
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Are We Off on a Tangent? 


Having just about completed | 
the circuit of spring and early | 
summer conventions and confer-| 
ences in the advertising and mer- | 
chandising field, we are pretty | 
well filled up on speeches, talks, | 
round table’ discussions, slide 
films, movies, dramatic presenta- 
tions, etc., etc. 

One thing has deeply impressed 
us at meeting after meeting of | 
advertising, merchandising and re- 
lated groups: the many new and | 


in the potency and value of the 
advertising method. 

But at the same time, we are | 
just a little startled. It seems so) 
much more interesting and ex-| 
citing to discuss the uses of ad-| 
vertising in the broad humani- 


| tarian scheme of things that once 
| in a while we suspect that adver- | 


tising may be getting too grand | 


good. The big jobs, the national 
jobs and the international jobs, 


| 
| 


f2r 
—Lichty, Chicago Times 


"This discovery is too tremendous for the normal mind, men—I'm afraid we 
must by-pass the scientific journals and go to the comic books with it first!" 


For the Masses 


39% of the women thought men 


| Sooner or later, someone is | had a tougher role. They agreed 
and too magnificent for its own) bound to come up with a spar-| that men led more interesting 


kling campaign capitalizing on 
men of no distinction whatever. As 


exalted roles which are being | must and should and will be done| Lincoln said of the poor, there 


thrust upon advertising and ad- 
vertising men. We have been told, | 
in one way or another, that adver- 
tising men and the advertising 
method must take stellar roles in | 
the preservation of the traditional | 
American economy, in aiding | 
humanitarian causes, in develop- | 
ing a new standard of living for) 


_ the world, in creating permanent | 


world peace. 

With all of these purposes and | 
objectives we are in most hearty | 
accord. We have long believed | 
that the advertising method, so) 
well proven in the sale of mer- 
chandise, has an even greater and | 
more potent role to play in the 
sale of ideas. We are delighted | 
to see statesmen, educators and| 
others who have frequently in the 
past expressed cynicism over the) 
value or importance of advertis- | 
ing, now welcome advertising as | 
a powerful tool in shaping a | 
decent, liveable world. We want| 
advertising to grasp its greater 
opportunities, because we believe 


We Need a Distribution Census 


The bill calling for a Census of 
Business (covering retail and 
wholesale trade) for the year 
1947 and every fifth year there- 
after, along with simultaneous 


censuses of manufactures, has 
been approved unanimously by 
the Senate, after that body had 


incorporated into it a provision 
calling for a census of transporta- 
tion, a provision dear to the heart 
of Sen. McCarren of Nevada. 

Now the identical bill is stymied 
in the House post office and civil 
service committee because of dis- 
agreement over the transportation 
aspects of the Senate bill, while 
time marches onward and ad- 
journment of Congress comes 
closer every day. 

The census bills were drafted 
by a committee of the U. S. 
Chamber of Commerce, and have 
won the approval of the American 
Marketing Association, the News- 


‘done in the past. 


|; sponsibility of advertising 


as advertising flexes its resi 
found muscles. But none of these 
bigger, vastly more important jobs 
can be done by advertising as 


obviously are many more of them. 
Imagine clothes specifically de- 


| Signed for the men you can con- 


stantly pass in a crowd without 


| knowing them. Imagine liquor for 


well as they should be done if| men whose names are habitually 
any of us lose sight of the simple, | forgotten when introductions are 


workaday job of advertising: To | performed. 


Or pipes for men 


sell more goods and services to| whose faces need them. 


more people, more efficiently and | 


The possibilities of this kind of 


economically than it has ever been | thing are tremendous. 


Walter Weir was not too far | 
wrong when he told the Adver- 
tising Federation of America: 

“Here is where the social re-| 
lies | 
and where it is either met or) 
neglected: In the daily wooing 
and occasional winning of the) 
American public to the commer- | 
cial wares and services available 
to it, advertising faces its greatest | 
social responsibility—and meets it | 
or fails to meet it in terms of | 
whether or not it spreads the de- 
sire for and use of these goods 
effectively and at the lowest pos- 
sible cost.” 


Think of the book clubs for 
people who don’t know how or 


| don’t want to read, of correspond- 
|/ence schools for people who don’t 


want to get ahead, of shoes for 
men who want to be shorter than 
she is. Think of prints for people 
who hate lovely things. 

Advertising is just standing on 
the threshold. It requires a con- 
siderable mental adjustment to 
make the switch, but once it’s ac- 
complished — behold, the world 
and all the faceless serfs in it are 
yours. 


Presentation 


Literature has no romance to 
parallel that of a space rep and 
a hotel which goes out of its way 


|to find him lodging for the night. 


paper Advertising Executives As- 
sociation, and scores of other busi- 
ness groups. The business com- 
munity needs new, complete and 
up-to-date figures on the country’s 
distribution system more des- 
perately than it has ever needed 
them before. No such figures are 
now available beyond 1939, and | 
none will be available until 1951 | 
unless the present legislation is 
passed. 

Business has a modest interest | 
in the transportation methods used 
by business, but it does not want 
to see the basic census legislation 
held up by hair-splitting argu- 
ments over this relatively unim- | 
portant phase of the program. 

We hope the House post office 
and civil service committee will | 
report out H.R. 1821, the census 
bill, promptly, and that quick and 
favorable action can be taken on 
the House floor. 


| broken 
|his arrival home from the office 
|has thought—and perhaps said— 
| that a woman’s life is much pref- 


Recently, no less than 56 maga- 
zine representatives got together, 
gave wrist watches to Mrs. Julia 
King, Harry L. Deacon, and T. 
James Robinson, room clerks and 
assistant manager, respectively, of 
Hotel Mayfair, St. Louis. Each 
watch was engraved with the re- 
cipient’s name, and “In apprecia- 
tion—the Magazine Boys—1947.” 


Other Half Poll 


Many a man has known for 
some time that his wife thinks he 


|has a far more pleasant life than 
| hers. 


And many a man who has 
up a bridge party with 


erable. 

The Minneapolis Tribune, which 
periodically polls Minnesotans, 
asked its readers about which sex 


|had the easier life. 


Half of the men thought wom- 
en’s lives were easier, and 45% 
of the women thought men’s lives 
were easier. Some 31% of men 
thought men had a breeze, about 


|}amateur baseball series, 


lives, they split on which sex 


handled people better, and they | 


agreed on the principle of equal 
pay for equal work. 


Cigaret, Mother? 

Down in Ardmore, one of Phila- 
delphia’s eminently respectable 
suburbs, there is a pipe shop 
called Frank’s. Shortly before 
Mother’s Day, Frank’s advertised: 

“Don’t Forget Mother’s Day. 
Mother’s Day — Sunday May 11. 
Gift suggestions. Dunhill de Nic- 
otea filter cigaret holders...” and 
listed 13 items, lighters, ash trays, 
cigaret cases and wallets. 

Our Ardmore scout, obviously a 
sentimental fellow, refers to this 
copy as “sordid” and thinks it 
might well have been headed “A 
Fag for the Old Hag.” 

This, we think, is too far down 
the __ lilacs-and-lavender 
Mother has long since 
out of dat ol’ rockin’ 
headed for Aqueduct. She bears 
about the same resemblance to 
Whistler’s Mother as Faneuil Hall 
does to the Museum of Modern 
Art. We congratulate Frank’s; a 
sort of salute to a new day, and 
to a brand new class of mothers 
who think a shawl is a kind of 
boat. 


sprinted 


Jottings 

Forehanded Gartner & Bender, 
New York greeting card publisher, 
is presenting its 1948 line of 
Easter cards. . . 

According to Outdoor 
40.5% of its readers own dogs 
which they value at $86; 93% 
hunt and fish; they 
a year on sport, and 53% will buy 
dogs this year... 

The Brooklyn annual 
in which 
amateurs are sent by 20 news- 
papers and associations to play a 
Brooklyn team, will be held Aug. 
15-17. As usual, the promotion 
stunt is called “Brooklyn Against 
the World.” ... 

Employes of Homix Products, 
maker of Oz ice cream mix, sign 
their letters “OZily yours,” .. . 

Engineers at KOAD, Omaha, 
have been trying all winter to lo- 
cate a cricket in one of its studios. 
The insect chirps regularly dur- 
ing sermons of Omaha clergymen, 
broadcast from the station . . 


Eagle’s 


hous other details are included. 


No. 2805. 1947 Advertisers Rate 4 


path. | 


chair and} 


Life, | 


spend $300 | 


The following documents may b¢ 
secured without charge from com 
panies sponsoring them, or throug 
ADVERTISING AGE, by any nationa 
advertiser or advertising agenc 
executive writing on his busines 
letterhead. Address ADVERTISIN 
AcE, 100 E. Ohio St., Chicago 1: 
Til. 


No. 2804. WLS Coverage. 

Station WLS, Chicago, has is 
sued this coverage map, based or 
the 1,071,540 letters received dur 
ing 1946, to show where the letter 
came from. The _ reverse sid 
tabulates the per cent of radi 
homes heard from in each county 
Market data on population; num! 
ber of radio homes; retail, foo 
and drug sales; number of farm 


Data Guide. 


E. H. Brown Advertising Agenc 
| has issued the 22nd annual editio) 
of its Advertisers Rate & Dat 
| Guide listing, in condensed form 
‘rates, circulation, issuance ani 
closing dates for general, farm 
mail order and direct sellin 
magazines, and for newspaper dis 
|play in cities of 250,000 or more 
|Classified ad data for leadin 
newspapers is tabulated, and radi 
time rates and wattage for large 
stations and principal nets ar 
included. 


No. 2783. Catching Up with Plas 

- tics. 

This folder, issued by Hair 
Publishing Company, compiles th: 
latest facts about plastics as ap: 
plied to home furnishings. Illus. 
trations show uses for the man) 
newly developed plastic material 
with their trade names and quali 
| ties. 


|No. 2789. The Most for Your $. 
In this folder Boot & Shoe Re: 
/corder shows how it stands 0 
|circulation and renewal percent 
ages, 1939-1947, analyzes its cov 
/erage of the shoe industry, its ad 
'vertisers in 1946, and rates. 


No. 2790. 1947 Listening Habit 


of Greater Milwaukee. 

The Milwaukee Journal station 
|WTMJ, has issued this report 0 
'a telephone survey based on 74, 
414 completed calls made to tele 
phone numbers listed in Milwau 
'kee County. The report gives ; 
‘complete listening breakdown b) 
| quarter hours and by days of the 
| week. 


} 
| 


No. 2792. Circulation Data. 

The Minneapolis Star and Trib- 
|une has issued this new study. 
'which shows the newspapers’ cov- 
/erage (daily and Sunday) by 
| counties, cities and towns for Min- 
nesota, North Dakota, South Da- 
‘kota and western Wiscon:!!. 
Circulation areas are _ illustr.ted 
by colored maps, and the ive- 
| year circulation increase and as!¢ 
| market data are included. 


No. 2800. 1947 Market Fact: 0” 
the Billion Dollar Ohio S. le! 
List Market. 

John W. Cullen Company, })0- 
lishers’ representative, has is: ve 
this brochure, which was prep." 
for the 49 newspapers of the ‘ 
Select List. Following a dis 
sion of the Ohio market and ( 
idea behind the Ohio Select ! '*' 
the study tabulates retail sales ‘”' 
Ohio cities and Ohio Select | '*' 
circulation and then covers in “& 
tail the markets for each né 
paper of the group and illustrate 
leach with a map of its trade 
| area. 
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first century of service 


means to advertisers 


te 


See S S =e Dara 1946 Chicago Tribune circulation aver- It has let nothing interfere with its determination 


aged more than 1,068,000 on week-days and in excess 
of 1,538,000 on Sundays. This was the highest volume 
in Tribune history. It topped the circulation aver- 
ages of all other standard-size newspapers in America. 
In 1946 also the Tribune carried the largest volume 


to print the facts, completely and without com- 
promise. 

In striving to make each day’s issue better than 
the one of the day before, the Tribune continu- 
ously has pioneered in new fields of interest to 


» 


AK 
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of advertising in its history, leading all other news- readers. It has adopted each new mechanical de- 
papers in America. velopment as fast as science and its own staff 
could devise them. 

The Tribune early won notice as “the much 
abused and widely read Chicago Tribune” because 
of its staunch independence in sharing with readers 
the right to a free press and its fighting stand in 
the public interest. 
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The above record was established hy the Chi- 
cago Tribune in 1946—on the eve of its hundredth 
anniversary. In a century marked by spectacular 
change, this record grew out of one thing that did 
not change—steadfast devotion to basic principles. 

One hundred years ago on June 10, 1847, the 
Chicago Tribune made its first bid for attention in 


Only character can retain success 
a bustling pioneer community of 16,000. 


During the decades since the Tribune placed 
Five wars—Eight major depressions the name of Lincoln before the people for 
In the intervening years, it has had to face the chal- nomination, it has been uncompromising 
lenge of reporting the news of events, issues and in its intense Amer scaniem and in its ef- 
crises growing out of the nation’s involvement in fort to advance political, social and 
five wars, eight major depressions and 25 Presi- moral progress. 
dential elections. Brilliance can achieve success. Only 
The record of its performance over a full century character can retain it. Owned and 
of time is adequate to appraise an institution’s published today by the third genera- 
character, motives and its concept of responsibility tion of the founder of its greatness, 
to those it serves. the Tribune reaffirms its steadfast 
During these 100 years, 52 other Chicago news- devotion to the principles basic to its 
papers have come and gone. The Tribune lives growth to leadership as Chicago’s 
thru the generations because it never has sur- most widely read newspaper. 
rendered the principles which launched it into Presented in the following three 


national prominence within a few years of its Pages ate aon of the highlights of 
founding. the Chicago Tribune’s first century of 


service to Chicago and the nation. 
Continuous pioneering in new fields As the record makes plain, the edi- 
First of all a newspaper, the Tribune has spared torial qualities which build deepest in- 
no expense or effort to gather the news of every terest and attachment among readers 
significant daily development at home and abroad. produce the best results for advertisers. 
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Chicago Tribune representatives; 
A. W. DREIER, 810 Tribune Tower, Chicago 11 E. P. STRUHSACKER, 220 E. 42nd St., New York City 17 
FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco 4 W. E. BATES, Penobscot Bidg., Detroit 26 
Member, American Newspoper Advertising Network, Inc. 
First 3 Markets Group, and Metropolitan Sunday Newspapers, Inc. 


APRIL AVERAGE NET PAID TOTAL CIRCULATION: 
DAILY, OVER 1,040,000— 
SUNDAY, OVER 1,500,000 
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1847 The Chicago Tribune was founded June 10. 
In its first issue it declared: ‘““The Chicago Trib- 
une will be neutral in nothing; it will be indepen- 
dent in everything.” Circulation: 400. 


1849 The Tribune became the first newspaper in 
the west to install telegrafic news service. Circu- 
lation: 1,000. 


1850 The Tribune replaced its handpress with an Adams “power 


press,”’ the first in Chicago. A pony yoked to a revolving shaft fur- 
nished the power. 


1853 The Tribune plant was raided and damaged by thugs hired by 
wildcat bankers exposed by the Tribune. 


1854 News items, delivered by telegraf, train, stage coach and lake 
ferry, began to make their appear- 
ance in the Tribune. They were 
printed under the byline “‘Associ- 
ated Press.” 


1855 Joseph Medill acquired an in- 
terest in the Tribune. The first 
copper-faced type ever used in IIli- 
nois was installed in the Tribune 
composing room. The Tribune in- 
stalle’ a real power press. It was a 
Hoe, diiven by steam, and the first 
of its kind in Illinois. Circulation: : 
3,000. 1855—Joseph Medill joined the Tribune. 

1856 Charles H. Ray, editor of the Tribune, presided over the resolu- 
tions committee of the Illinois convention of anti-slavery newspapers. 


1858 The Tribune reported the Lincoln-Douglas debates in full, a 
hitherto unheard-of feat in American journalism. 


1859 Lincoln wrote to the Tribune saying: “I owe it (the Tribune) a 
debt of gratitude which I fear I shall never be able to repay.” 


1800 In an editorial on February 16, the Tribune called for the nomi- 
nation of Lincoln for the Presidency. 


1801 The Tribune was incorpo- 
rated for $200,000, February 15, at 
Springfield, Illinois. The Tribune 
absorbed the “‘Chicago Democrat,” 
Chicago’s oldest newspaper (found- 
ed 1833). This was the last merger 
in Tribune history. The first Sun- 
day Tribune was issued May 26. 
Circulation: Daily, 18,000; Sunday 
not available. 


1860—Tribune colled for nomination 
of Lincoln. 


, 


1862 The first known “scoop” in 
Tribune history was the publication of the news of the capture of 
Island Number 10 from the Confederates. 


1863 Federal troops guarded the Tribune building against threats of 
destruction by Copperheads. 


184 The Tribune exposed a plot to free Confederate prisoners from 
Camp Douglas, situated in the vicinity of 35th Street and Cottage 
Grove Avenue, Chicago. The first full-page advertisment in the 
Tribune was printed, August 25. Responding to Tribune editorials, 
various Midwest states enacted laws, granting soldiers in the field 
permission to vote in the second Lincoln election. 


1865 Joseph Medill called a meeting of editors at Louisville, Ken- 


tucky, to form the ‘‘Western Associated Press,” forerunner of today’s 
“a 


1869 The Tribune erected its first building, a four-story structure at 
Dearborn and Madison Streets. Joseph Medill was chosen as a dele- 


gate to the state convention which formulated the Illinois constitu- 
tion of 1870. 


1870 President Grant appointed Joseph Medill as one of the first 
members of the newly created United States Civil Service Commission. 


1871 A Tribune editorial on September 10 warned of the danger of 
disastrous fires because of the inflammable nature of most of Chicago’s 
buildings. On October 9, the Tribune building was destroyed in the 
Chicago fire. Two days later the Tribune printed its historic “Chicago 
Shall Rise Again” editorial. Joseph Medill was elected “reconstruc- 
tion” mayor of Chicago. 


1872 The Tribune moved into its new and larger building erected on 


the site of the one destroyed in 1871. The Sunday Tribune increased 
its size from eight to ten pages. 


1874 Joseph Medill obtained a controlling interest in the Tribune. 


1876 The Tribune scooped all newspapers with the story of an at- 
tempt to steal Lincoln’s body from its tomb in Springfield. 


1881 One of the greatest feats in 
newspaper history took place on 
Sunday, May 21, when the Trib- 
une printed a special 16-page sup- 
plement containing the complete 
text of therevised version of the New 
Testament. Annual average circula- 
tion: Daily, 26,000; Sunday, 33,000. 


1883 The Tribune installed its first 
telephones—two instruments. 


1861—First issue of Sunday Tribune published. 1885 Daily illustration of news and 

features became a regular practice. 
Most of the illustrations were line drawings; a few were printed from 
chalk plates. Annual average circulation: Daily, 36,000; Sunday, 55,000. 


1886 The Tribune began its long and successful fight to prevent 


Charles T. Yerkes from getting a stranglehold on Chicago’s street 
transportation system. 


i887 The Tribune started its engraving department, December 25. 


i888 The Tribune, altho supporting Benjamin Harrison in the presi- 
dential campaign, vigorously attacked the high tariff policies advo- 
cated by the Republican platform. 


1889 The Tribune fought vigorously for the Drainage Canal project 
which, in order to provide Chicago with an adequate sewage disposal 
system, caused the Chicago river to flow backwards. Joseph Medill 


made several visits to Springfield to argue for the passage of legisla- 
tion needed to put this project into effect. 


1890 The Sunday Tribune became a 40-page newspaper. Annual aver- 
age circulation: Daily, 61,000; Sunday, 75,000. 


1892 The Tribune installed new presses—the first of their kind ever 
built—capable of printing 72,000 eight-page papers per hour. 


1893 The World’s Columbian Exposition, secured for Chicago largely 
thru the efforts of the Tribune, opened May 1. 
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1871—Joseph Medill elected Moyor of Chicago. 


1895 A vigorously prosecuted Trib- 
une campaign prevented a corrupt 
city council from giving unfair fran- 


chises to the Ogden Gas and Cosmo- Sane : 
politan Electric companies. The te 
Tribune installed its first typeset- hep 


ting machines, a battery of 12. 


1897 The Tribune printed its first 
halftone reproduction. Color print- 
ing first appeared in the Tribune 
in its special Golden Jubilee Issue, 
June 10. Annual average circulation: Daily, 87,000; Sunday, 148,000. 


1898— World scoop of news of 
Manila Bay victory. 


1898 The Tribune scooped the world with the news of Dewey’s vic- 
tory at Manila Bay. 


1899 The Tribune, in codperation with Professor Jerome Green of the 
University of Notre Dame, staged on the lake front an experiment 
which resulted in the first ship-to-shore wireless message ever sent in 
America. The Tribune initiated the ‘“‘“Sane Fourth” movement. Joseph 
Medill died, March 16. 


1900 Comics in color became a regular feature of the Sunday Tribune. 
Annual average circulation: Daily, 84,000; Sunday, 179,000. 


1901 “A Line O’ Type or Two,” the Tribune’s famous daily column 
of wit, humor and sentiment in prose and verse, was launched by 
Bert Leston Taylor (“B.L.T.’’). 


1902 The Tribune erected its first skyscraper home, the 17-story 
building at Dearborn and Madison Streets. 


1903 Newsprint color printing made its first appearance in the Trib- 
une when, on March 27, the daily feature, ‘Poems You Ought to 
Know,” was printed in black and red. The first Page 1 cartoon printed 
in two colors was McCutcheon’s of September 27, printed in red and 
black. The front page of the Tribune of December 31 contained 
nothing but the names of the 575 dead and missing in the Iroquois 
Theatre fire of the day before. Twenty-four hours later the Tribune 
invited leading architects, engineers, builders and others to form a 
committee to study ways and means of making such fires impossible. 
Many of the suggestions made by the committee were not only em- 
bodied in Chicago’s building code but in those of hundreds of other 
cities in the United States and abroad. 


1904 On January 22, the Tribune printed its first advertisment in 
two colors—a five-column advertisment placed by the Lackawanna 
Railroad. Annual average circulation: Daily, 127,000; Sunday, 216,000. 


1906 The Tribune captured Paul Stensland, absconding Chicago 
banker, in Tangier, Morocco. The Tribune Ice Fund was instituted to 
provide the needy with ice during the summer months. 


1908 On February 4, the Tribune 
printed the first dispatch ever sent 
by wireless telling of a rescue at sea 
—that of the burning frater. “St 
Cuthbert.” 


1909 As a result of a letter which 
appeared in the ‘‘Vox Pop” column, 
the Tribune inaugurated the famous 
“Good Fellow” movement To arouse 
interest in developing the Lakes- 
to-the-Gulf waterway, the Tribune 
printed special editions in St Louis, icing 88 re Aap Soary ——— 
Memphis, Natchez and New Orleans. 


1911 Robert R. McCormick became president of the Tribune Com- 
pany. The employes’ pension plan, the “‘How to Keep Well” column, 
the ‘Friend of the People’ department and a number of new women’s 
features were launched. The slogan, ‘“‘World’s Greatest Newspaper” 
was registered. Following exposures of corruption first made public by 
the Tribune, William Lorimer of Illinois was unseated by the United 


States Senate. Annual average circulation. Daily, 241,000; Sunday, 
352,000. 


1912 The Tribune's first paper mill was built at Thorold, Ontario 
The ‘‘Friend in Need” department was started The Tribune formu- 
lated its stringent financial advertising code, the first of its kind de- 
vised by a newspaper. Successful drives against clairvoyants and 
quacks were launched by the Tribune. The American Medical Asso- 
ciation reprinted for national distribution the series of articles in the 
Tribune crusade against ‘‘Men’s specialists.” 


1914 Tribune correspondents and photografers were rushed to the 
fronts in World War I. The‘ Investors’ Guide’ department was started 


1915 The Tribune acquired its first timberlands on the Rocky River, 
Quebec. The first Tribune rotogravure section appeared, March 
14. Annual average circulation. Daily, 348,000; Sunday, 560,000 


1916 The Tribune published the serial story “1917,” written to con- 
vince America of the necessity for military preparedness. Construc- 
tion of the timberland town of Shelter Bay began. 


1917 A total of 268 Tribune employes, including its co-editors and 
publishers, Robert R. McCormick and Joseph Medill Patterson, 
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1912 —First paper mill acquired in 1912; 
first timberlands in 1915, 


joined the armed forces. The AEF edition of the Tribune began pub- 
lication in Paris, July 4. The Tribune held its first Silver Skates Derby 
and the ‘“Gumps” made their bow as the first daily comic strip. 


1918 The Tribune established the first permanent foreign news serv- 
ice staffed exclusively by Americans. Frederick Smith of the Tribune 
was the first American correspondent to reach Berlin following the 
Armistice. Initiated on September 22, an editorial “platform” ap- 
peared every day 


1919 Entire profits of AEF Tribune were turned over to Gen. Persh- 
ing for distribution among army welfare activities. Henry Ford sued 
the Tribune for libel and asked for damages of $1,000,000. He was 
awarded damages of six cents and costs in the 
same amount. “Gasoline Alley” made its bow. The 
Tribune began publication of the New York News, 
June 26. The Employes’ Benefit Plan was organ- 
ized. The Tribune began its successful campaign 
for the abolition of ‘‘Pittsburgh Plus,” and pre- 
sented the United States Senate with the first 
copy of the Versailles Treaty received in America. 


1920 The Tribune printed the first news dispatch 
ever received by wireless from a foreign country. 
The Tribune Hero Award was founded to pro- 
vide recognition of courageous deeds performed 1919-—New York News 
by members of Chicago’s police and fire depart- 

ments. The Tribune’s unrelenting campaign against national prohibi- 
tion began with the ratification of the 18th Amendment. The City 
of Chicago sued the Tribune for $10,000,000. Tribune editorial and 
mechanical departments moved into the new plant erected on Trib- 
une Square. Tribune readers met “Harold Teen’’ and ‘“‘Winnie Winkle” 
for the first time. Under the slogan, “1921 will reward fighters,’’ the 
Tribune launched a nationwide campaign to end the depression which 
started in 1920. Annual average circulation: Daily, 436,000 ; Sunday, 
732,000. 


1921 The Medill School of Journalism was opened at Northwestern 
University February 8. The Tribune, acting as a taxpayer, sued the 
Mayor and other city officials for repayment to the city of $1,065,000, 
allegedly overpaid to various real estate appraisal experts. The Tribune 
purchased the timberlands on the Franquelin river known as the 
*‘Dobell limits,” and proceeded immediately to develop and modernize 
the settlement since known as the 
Al F410 °05, town of Franquelin. 
ea ae 


1922 The Tribune introduced the 
now widespread newspaper practice 
of devoting the entire back page of 
daily issues to photos of news 
events. Coloroto made its first ap- 
; pearance in any newspaper in the 
$939 <cGaaed feaedl for. the Telbune wh the Sunday Tribune of April 9. A 
Thompson machine $10,000,000.00 suit $100,000 international prize com- 
petition to obtain a fitting design 
for the new Tribune home was announced. The Medill Building and 
Loan Association was founded to aid Tribune employees to purchase 
their own homes. The Public Service Office was inaugurated. 


1923 The Illinois Supreme Court found for the Tribune in the 
$10,000,000 suit brought against it by the City of Chicago. The 
Tribune scooped all American newspapers with the first eyewitness 
accounts of the great Japanese earthquake. ‘‘Moon Mullins” began 
his long career of comic misadventure. 


1924 On July 15, the Tribune acquired radio station WDAP. (1,000 
watts) and changed the call letters to WGN. Notable achievements 
during the first year included its broadcast of the Kentucky Derby di- 
rect from Churchill Downs, and its 
broadcasts of many Big Ten foot- 
ball games. **Little Orphan Annie” 
made her bow. 


1925 The Tribune moved into 
Tribune Tower, erected from the 
design awarded first prize in the 
$100,000 international architec- 
tural competition announced in 
1922. Annual average circulation. 
Daily, 658,000; Sunday, 1,042,000. 


1926 The modern, successful era 
of newsprint color printing began 
with the printing in the Tribune 
of a double page house ad in two 
colors, December 31. 


1925—Tribune Tower completed 


1927 The first newsman to greet Charles Lindbergh when he stepped 
from his plane onto Le Bourget Field outside Paris was Henry Wales, 
Tribune correspondent The Tribune celebrated its 80th birthday 


1928 The Tribune, in cooperation with WGN, installed Chicago’s 
first police radio system at a cost of $40,000. The Golden Gloves 
Tournament wasinaugurated. WGN power was increased to 25,000 watts. 


1929 Newsprint color advertising gained impetus with full page ad- 
vertisments placed by retailers and manufacturers. At its own expense 
the Tribune undertook the legal defense of the Minneapolis “Saturday 
Press’’ which was suppressed under Minnesota’s “gag law.” 


launched 


a ot ee 
| : i 2 é SS 7 b . tg x a. — ae wits ‘ ak = 
— be Ei , ‘a z. rai ~a ie 
bed 37 Re - yo 4 c Ke = me 
: ~ is 4 og sats ; ees 3 i Le : 
; ‘ pair : ‘. : ye! Ps 
“ie = 3 _ ilgier. 
7 Trares . 
! apne 
* on nas ial 
on) SERRE RI aaa ee Sean a 
nase g stn ELS LES POE Re RS ealngtatea RE weet et tee? Sect a eet tenn f ae 
ee Maras eset "FF t te RS Rett ta” Be tie SO te TR 4s ae. ON ot die 
Se aaa Sees “eee (eet nee te. Natta sts ; See gett le Pe NTN Pa are RL ROR C8 sok — r 
. Oe in nat Lie oo ~ SsPatere Sis tetas oe he 9a,” = Re es 5 Beet ea geet stat atatet oe oe a 
* LS Matec Me 3 Pa Oe ee tats a SU * ae: é, ~ COS et Sets ta at ererat eh Foe -< P 
« ROO aes Cttaton sr ahatenetttgete erates alataehnt aan OREN REE TR a 2 et tec ‘a 
; on By OSES ee Ke . oe tie ae te SSS tea Se Noe Se ba eC Pe" - Sa 
i - - LEON ete Mes oe Sernahaee ee ytatiat Sete te fe ateysatestatnens Skee aeeereentateatagte 8 Bese SN SS RETR Se pees 
. poe: ae RS ERO RD RT ORR OF OR see Mees getancte os Sita ges ee pao 
i ’ ™ f A ip OOM ite he 7 PRR Sa BNR ee ae sassstecta™.t Fe. #,* “ty SR ee Sa oe <_ 2, 
' J — : tan £2 ARS See * BC SRR RS SAS Sta ~e se SS ligne teen a ty Ste. SS og 
‘ ; oe, U ; ; as Ste be [> “7 6 eStecerset peaten-aaestcepaacse gheter te FRE a oo Se SOS SAL peers < 
a» e G - A . wefan” ad Pa ie a tates Opera, erates tte eatin, epee he Se fe ete eete, eras Sie pee Ay 
_ WR Rincon an, a Se hes Sen eee ot LOE NAR OOO get ce eK Beers a 
IE - 2 RE »_ fw : — - Ne RR ORE RR Se a ea 
| WP bot our Eo } Ss Pe ONG A ogee ee rate ee Bie OC ie 
; - 4 7 SSS Si eR . it t- 1 hil Pen aa SRR Mista ee eaten Sas DRE CORR ORS a 
=, > ~~ ae re, sok estes x Du es BC RA Setar BON ee ee Ape Ree OOS ae ¢ hen 
: x b » SX QOSe re ree Ue ~ ~ = stg erate Meek etry Se Ne CO RIOR, ae RENO SRO ee 
. e \4 Co >! 3 wren + Fatah Besa gil ¥ YB it — ee or are oes > NerPate a Ua ae . ae WO Ps Rol a 
— f tee SY * ROCs ers amen | ZR A be Zi gud . RNS Ke head at te marcas ne ates r et aah ee te Or q 
ka =, : yes ™- ‘; = a SS Ss: eit Pra sts 1 Paes jf alas ge = SRS NON ORION, SO IO Crete eg eo, nes = De teeisetens! we 
. . ¢ oS OS *efess, Re SS . 3 eee ee ie FO POS see eee OPO Ro ee > ist ee 
Pe tS ee Aug PROS Pistia oar ec me = y Soran oot Raley Rees RO SISOS REE eo 
nr p ‘s . * es +8, ‘ete ae oe ‘ ne ate PEO AS SP ee ee tet e 08.5 9 Pes. we ee oe OO ee pa 
t axe Sy eee an Oe oe: Retna ent — 4 je io aticteaat ta aecheteat ae eta ate a8 es Peete Pelee Soe Ne St ee ae eo. 8 
Se ‘ & ae Se Se llamar 4 *] vs oe Saretel tty acest Pen Ae tae SOR ae 2 ete oes _ Ser 
| . ~ ta eee ~~ | Se tiga ot ai an ae ee s . oe 
: » _— IPDS LIA PASADL EEDA LAD “it ‘Je wdgie Aeriepat chase oe neghtatetettenn ee SOR RC RC Pe es 
Tee x ° AN —- ‘ Beat eG ee Rte NON ND ete Ree sratstatentgte «Totus ate neta cine vents Rete So Wek 
‘ee - . 8) — | ese are he ORE Oe ON tie PO SO Caer tat iar ee Fe eR 
\ \ th . < Tag a a eS Beek A A A Parte eh Ny 4 CX AA Saf > a i noe j 
3 \ <i gg iB BES BSE RON POR Se Sy S # A ad 
¥ _ - . teh < 2°. oe ie 
C= Poe aK PRO le 
: mS eet abetas Be Te a 
. hts ae Ms ee Noy eleltn tee ¥ Oy ie 
ee Pe Si PROCS J 
Ng ee ae SRR a = 
ce - —- SNe m. xy Me “ = Sone “ss” <4 
Fe, I~) Sie ci hes eM ete: QQ ay ae 
s. 5 Se AON, feats ra ee, ‘a 
x es Raced er EF TRO ONC ON i 
Fos 34 d fee a OF.” nee gtore at ra 
awe : a CP pee ORS Speer ese Oe Sey ac: 
Ras. S “ ~ Ries . et Se See eee oy: ee 
gar Ca ED te th: Sigh ier a 
Ch a See ead ee ide at Ss ROO ; 
Sa fx a eae oo RO ats 
SSC) SA NB Fea Sos pens eS 
we => Re Ne ENO Bivtatents cere ‘ects 
a / } he re aos So nents’ nae eS Se " 
, ae » Cte se SS Stes SR an =A os 
es ES Oy ERR SO Bri ot 
) =. EP PR LER ee Ye ROR RN : 
i RES Res Sate ees : 
ase) Ce Ren ee ee aoe s > 
: Pan ad SERN aoe ete SO : 
ER ee ty ee ‘ 
BRON SRR Se ow 
iS ay Mk ee a ee A ea A Te IT ala 
OO ie SORE a Se Sou 
PO ede Ste ase — 
, Bex ER OR RR RN a RE 7 
Be sate cctcicen BRO Sc 
Se Re Bo See wes 
Soe NS Me RO 
PR ORR eR NNR tats 
elle Sa Meee Mets ea Seater ste 
Eg Oe RR | 
REX Mee a 
4,9 Sn oes, RIE Mates ; 
2 be ata ssoteee e es Se 
aca Ay > Ms * - “? AS = os ™ >! i “ ‘ . 
beats othe caee tates states Dears : 
Satie Peete OR 
; PRET E> A . 
ig PRR Pe Re Met 
Bete oe roe # eS 
C > aoe Fd Oa 
) aie tyra GS oe. 
: r Otel p ee le a aM ot , 
: ~—eet (BOSS ey i IRI ; 
‘ + RK Pree,” ; 
* eS Oe de eg? aS - : 
NN re pee | 
BY 2 chee EE Se Oe Mie 
™ — = Be OS et IS atte 6 
ORD sae Metie ate gets act, 
, “ton SR Mei eine Ome ‘Tr « 
RE SSG LEE LE eae 
D oe SLOP ead me 
=. ti has CLLR RR e 
y mes, oR PO a if 
oS Scag este hddidieety a... ry ° 
Pe a! Pigs ROL as we —— " 
oar 7 ete SOS RR cme 
ses os PP ROR OOS ai 
ee as fe Prone hl eOROE at gee” Fle 
rate, * ca tanetg steetge ae ORO tea ga 
Ce . ony os Ogre tate oes Bates rs “ae ‘ 
fo scttutr nae ease eee Bes, 
as LPP ORE ae Oe OE Oe Parad i, 
FOND EE RL POR RN oe a a 
nesta e eee ae ee ~ atte om 
ater Pe tae esr ete 6?, ree lot ot eile ' 
* egies oer vite rey Pa ah eS eee ol 
x are ei atals ae 2 
tee  * Oe nat atates? sh et eaten st et, = 
PRR Y 2 a ‘ peta, 7 
0 Me nw we Pe. ym ae *' a, e 
oS ve Sts Bee “ats SOOORS On 
Mie aes Sree Sates = ne mer, : 
BO MPa ae ee ye ARE oe 
BOE a NR . 
Pe OR RY ee pgves: SOR. 
AES TF oe od eretoe eo ee ig st 
ate” “9.8 ye staee os $6 Se, tate etwee,*. 2 Es 
ones As Oe LN wete s S 
we RS, vee os tees Soy 5 Oe 
SS ee ae isos 
i ogattetoadgin * Se oS SS | 
eS PD CS re & BORO 
f Re aR ROARS 
Mie eee Regent See 7 
oem ass ae Sot: at yO Our a 
PPPS Pi Nee we te ote cS Tay 
NR ORY NE ae 
8 hes ah? “ane FO S650 eit — 
eee eel gte ete ele, OO Re ary, 
fetes, i 
iil ed Kn Pee ee > : 
RR KA a = 
wate gt eg state, oe : 
fare, BOL Lies re Ss 
Po Le OR POT INE 1 
eaten ees » 2° Pe, a+, * < 
f so fo * OL PDI PILL Ao 7 
te ; tte DOs ae ee fe" : " 
BER RI LL LY Me *. 
seis eet ene tafels el i tS Pe : 
fee Sie eaten Pass ity é r 
S46) st 4 ” f/ be - od 
Se Sites PPR Eager et eee 
Se Bites oat 
ME, oe aes tated ye fee? Z 
LI SIRE Te IL Pe, Pe eee # < i 
DIE FR IRD . 
igh LSD ie Set SHS ¥ Pe ’. 
CMU REE seta timtntts oe. 
Ct ie Mh ge Mien oe eet * 
FPS LF DADS +, Lee ne 8 a Fae” 
VILL OLLIE Re ; 
PL PES ILS LIES SOLD ae 
Vi Sd LT LIE ELA 
- —_ Oy , vt¢ Se x ~~ a * Ss ¥ 
= dion Ye Sie Sie es ce ae , 
5 1M Le Pie ens Rei dete a 
~y ' © " tik peop Ae eet fea. j 
~~ oe ‘Sa OLY IE IPL! LPT - 
* 7 * ‘ + Vi a LPL ee ig a i 
"a, zeae, § : utisg Oi PDE Like GIS Ss ee 7 : 
4 _ hen MS hh gS fis bE , 
=~} ag Sieg J flipper ; 
- fs d4 -£ a 34 OMSL! OP” ve —_ 
i Th « ‘| 1" ob OTe: ee f Py ‘a : 
14 ie 5 3 4 er, idl yy hi esse . 
. hey | UME dd aay 
Wy Me f ae cee 
he Li bide ’ os 
Yh ees 
“fe : ora 
ES , Bee .. 
he ee a i 
. = 
A r 
oe 
: VJ S&S ' h 
we his (7 7 
ee & ~ | 
, & ad 
‘ 4. £42 + 
(2 * } vee ‘ 
sd te pi 
Bhs he ~4 } 
=z “ imi —_ 
< “3 ¢ f : 
“os ey ee. 
f i 4 
“lf ~ Tepes 
oF >. 
ee 
a 
: J : 5 " ~~! F a a - 
. . : - “thew © we" ‘ : , ’ 
ea. : ‘ ; 
} . ? Ag: > ae ? “ - i 
: ‘ , aa! ‘ 


- 
es 


Pin Pe 
% 


pre iyeyy 


es ‘a 
* 7 


1930—First Chicagoland Music Festivol presented. 


1930 The first Chicagoland Music 
Festival was presented by the 
Tribune in Soldiers’ Field. The 
motorship “‘Chicago Tribune” was 
built and went into service trans- 
porting newsprint between Chicago 
and the Tribune mill at Thorold. 
Annual average circulation: Daily, 
835,000; Sunday, 1,098,000. 


1936—Construction of new poper mill 
started at Baie Comeau. 


1931 U. S. Supreme Court declared Minnesota’s “gag law’’ uncon- 
stitutional. Handling of supplies in the Tribune’s paper warehouse 
was greatly improved by the installation of an intra-warehouse mini- 
ature railroad. The Grafic Magazine made its first appearance Septem- 
ber 13. A contest between French amd American boxers at Soldiers’ 
Field launched the first International Golden Gloves Tournament. 
- “Dick Tracy”’ began his relentless battle against crime. 


stories: The Lindbergh baby kidnapping and the fall of the 
Laval cabinet in France. WGN was the only radio station in 
the country to broadcast the entire proceedings of the Demo- 
cratic and Republican national conventions, devoting 61 hours, 
sa “ .-1934—Tribune Experimental Form 25 minutes, to this purpose. 
oes begon operotions. 


1933 As a feature of Chicago’s A Century of Progress World’s Fair, 
the Tribune inaugurated the now annual game between stars of the 
American and National Baseball Leagues. The Tribune ordered 
new highspeed presses, printing black and white and color, costing 
$1,250,000. Golf tyros attended the first Tribune Golf School. Four 
months before the formal opening of the Lakes-to-the-Gulf water- 
way, the Tribune took the first passengers and cargo down the new 
route in the chartered motor yacht, ‘‘Sea King.” “‘Smilin’ Jack”’ and 
“Sweeney & Son” were introduced to readers. 


1934 Tribune Tower was air-conditioned at a cost of more than 
$400,000. The College All Stars annual football game was initiated 
by the Tribune. The Tribune experimental farm began operations. 
Work began on the erection of the WGN building adjoining Tribune 
Tower. WGN announced a $2,500 competition for the design of the 
main studio of its new building. ‘““Terry and the Pirates’ made its 
bow. WGN power was increased to 50,000 watts. WGN became one 
of the founders of the Mutual Broadcasting System. 
To expand foreign trade, Tribune correspondents 
abroad were instructed to study and report on the 
possibilities of greater imports from the United States. 


1935 David Darrah, Tribune Rome correspondent, 
was expelled from Italy by Mussolini. A Tribune + 
scholarship fund for children of employes was es- | 
tablished. A Tribune editorial resulted, twenty-two 
months later, in the inauguration by the Chicago 
and North Western Railroad of the ‘‘400” special 
train between Chicago and the Twin Cities. The 
color photo studio was opened. Aroused by a Tribune 
editorial, the United States Government sent the 
coastguard ship “Escanaba” to open a passage thru 
the ice-choked straits of Mackinac. Thru a series of 
articles in the Grafic Magazine the Tribune launched a 
memorable crusade. for the eradication of syphilis. 


ie 


_ & 


1947—Chicogo Tribune celebrates its 
100th birthday. 


1936 Enlarged and completely modernized, the Trib- 

une color engraving plant was opened. The Tribune acquired the latest 
type natural color camera making three plates with a single exposure. 
Printing of newsprint color in four colors began in the Tribune. A 
mural depicting man’s struggle for freedom of utterance was unveiled 
in the lobby of Tribune Tower. Construction of the Baie Comeau, 
Quebec, paper mill was begun. 


1937 The Tribune began printing the Sunday Grafic Magazine in color- 
oto. ‘““True daylight” lights were installed in the composing room, 
reference room and other departments. The Tribune acquired 448,000 
acres of timberland on Heron Bay, Ontario. Chicago Tribune Chari- 
ties, Inc. was incorporated in order to handle distribution of charita- 
ble contributions received from readers and thru Tribune-sponsored 


S dik a 


events. By the end of 1946, more than $2,500,000 had been distrib- 
uted thru the new organization. 


1938 A hospitalization plan for Tribune employes was inaugurated. 
The Chicago Daily Times of June 15 was printed on Tribune presses 
following a fire in the Times pressroom. WGN erected the tallest 
structure in the central states, the 750-foot vertical antenna, built 24 
miles northwest of downtown Chicago. 


1939 The Tribune on May 12, printed the first color photo of a spot 
news event ever to appear in a newspaper—a full color photo of a grain 
elevator fire. The Tribune printed the first wirephoto in color—the 
arrival of King George V in Washington. Annual average circulation: 
Daily, 964,000; Sunday, 1,119,000. 


1940 Following the fall of France the Tribune launched the American 
Fashions Competition in July and presented its first annual Fashion 
Show, October 1 and 2. WGN initiated the Chicago Theater of the 
Air, devoted to streamlined operetta and opera. 


1941 Sixty-six Tribunites were in the armed forces of the United 
States when the Japs attacked at Pearl Harbor. WGN began construc- 
tion of its FM broadcasting station W59C, later named WGNB. 


1942 The Tribune’s ‘‘Friend of the Yanks’’ department was es- 
tablished. The Tribune service flag carried 380 blue stars; 1 gold. 
Tribune-promoted events were witnessed by 739,000. Annual aver- 
age circulation. Daily, 1,006,000; Sunday, 1,224,000. 


1943 The Tribune perfected a process at its Thorold mill for turning 
waste sulphite liquor into alcohol for synthetic rubber. The Tribune- 
United States Army Ordnance show ran for 42 days and attracted 
393,000 visitors. The Tribune-United States Army Air Power show ran 
for 31 days and attracted 538,000 visitors. The Tribune-United States 
Navy show ran for 35 days and attracted 371,000 visitors. The first 
edition of the Overseas Tribune was published in Honolulu. Before the 
end of the war 9 editions, the last in Tokyo, were published. Produc- 
tion costs exceeded revenue from sales by $167,000. Stars on the 
Tribune service flag numbered 688. 


1944 The Tribune arranged to pay families of married Tribunites in 
service at least two-thirds as much income as they were getting in 
private life. Unmarried Tribunites in service received semi-annual 
bonuses. News of the invasion of Europe reached Tribune readers 
fifteen minutes after the newsflash had been con- 
firmed. Stars on the Tribune service flag numbered 
814. 


1945 Work began on a $6,000,000 annex to Tribune 
Tower Tribune feature writers sold $532,000 in a war 
bond rally at State and Madison Streets. Sixty-seven 
Tribune employes in military service received 81 
decorations from their government. Stars on the 
Tribune service flag numbered 856; 19 of them were 
gold stars. The $24,000 Chicagoland Prize Homes 
Competition was launched. 


1946 The Magazine of Books, new Tribune literary 
section, was launched. Another “‘first’’ in color print- 
ing was scored when the Tribune on April 22, printed 
reproductions in full color of photos of participants 
in the Easter Parade held the day before. The Trib- 
une, in cooperation with WGN and WGNB, launched 
facsimile broadcasting by sending via radio 4-page 
miniature Tribunes from Tribune Tower to a receiver near Wheaton, 
Ill. The largest daily and Sunday issues in Tribune history were pub- 
lished on Thanksgiving Day, November 28, and Sunday, December 1. 
The $26,500 ‘‘Better Rooms for Better Living’? Competition was an- 
nounced. The Tribune ended the year with the record of printing more 
lines of total advertising than any other newspaper in America. An- 
nual average circulation. Daily, over 1,068,000; Sunday, over 1,538,000. 


1947 The Tribune stepped up its Washington news coverage by be- 
coming the first newspaper to maintain its reporting staff on Capitol 
Hill so as to have one or more men on duty in the Senate and House 
press galleries every min ute either body is in session. The 
Tribune celebrates its hundredth birthday, June 10, 1947, 
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AMERICA'S NEWEST—This ad is being 
run in 172 on-line cities to announce 
consolidation of the Gulf, Mobile & 
Ohio Railroad and the Alton Railroad, 
forming the nation's newest rail firm, 
the Gulf, Mobile & Ohio—The Alton 
Route. The account is handled by 
Reincke, Meyer & Finn, Chicago. 


South Invades 
North as GM&O 
Acquires Alton 


Cuicaco — America’s newest 
railroad system was born at 11:59 
p.m., May 31, when the Gulf, Mo- 
bile and Ohio Railroad acquired 
all properties of the 100-year old 
Alton Railroad and announced 
that it will be known henceforth 
as the Gulf, Mobile & Ohio — the 
Alton Route. 


The new railroad was _ pro- 
claimed in 925-line advertise- 
ments appearing in 172 news- 


papers in on-line cities last week, 


as soon after the effective date as | 


possible. 


Consolidation of the two rail- | 


roads creates a rail system of 
some 3,000 miles reaching from 
the Great Lakes to the Gulf of 
Mexico. 
is estimated at about $175,000,000. 


The northern terminus of the 
GM&O was at St. Louis. 
The Gulf, Mobile & Ohio, a 


much younger road than the Al- 
ton, had its beginnings in a 49- 
mile Tennessee railroad 35 years 
ago. It has gone through various 
stages of development under the 
tutelage of Isaac Burton Tigrett, 
and, at least once, was referred to 
as a “Toonerville” line. That was 
when the original road was known 
as the Gulf, Mobile & Northern. 
Later it took over its larger, par- 
allel competitor, the Mobile & 
Ohio. 
Alton Pioneers 


The Alton probably was the 
first railroad to operate a Pull- 
man ear, first to offer dining car 
service and first to construct steel 
bridges. 

Paradoxically, the consolidation 
brings with it a breath of the 
Civil War with one of the best 
trains on the GM&O named the 
Rebel, while the Alton runs a 
train called the Abraham Lincoln, 
and another named the Ann Rut- 
ledge. The line of the Rebel now 
runs through the heart of the Lin- 
coln territory. 

Reincke, Meyer & Finn. Inc., 
Chicago agency which has han- 
dled advertising for the Alton for 


several years, will handle the ac- 
count for the new system. B. M. 
Sheridan is the line’s director of 
publicity and advertising. 


Real Wages Increased 


Wages of average hourly rated 
workers increased 35% in the past 
12 months, compared with living 
cost increases of 22%, the In- 
vestors Syndicate, Minneapolis, re- 
ports. Salaried workers’ income 
has increased 25%, investment in- 
come has increased 7% and other 


income—principally farm—is up 
11%, the organization 
Average family income in March 
totaled $1.24 for every dollar 
earned a year ago, while expenses 
were $1.22 for every dollar spent 
a year ago. 


Industrial Group Elects 

V. W. Palen, North American 
Philips Company, has been elected 
president of the Industrial Pub- 
licity Association, New “York. 
Others elected are Charles G. 
Cleveland, Westinghouse Electric 


Corporation, vice-president; Doris 
shows. 


Alexander, Newell-Emmett Com- 


|pany, secretary, and Robert Mc- 


Devitt, G. Edward Pendray & As- 
sociates, treasurer. 


Exhibit to Milwaukee 


The American Weekly’s Exhibit 
of Magazine Art, which opened 
early in May in Chicago, is mov- 
ing to Milwaukee for the week 
of June 10-19. Plans for the ex- 
hibit after the Milwaukee show- 
ing are indefinite, but it probably 


4 


17 


will be removed for the summer, 
and resume showing in the fall in 
cities where Hearst newspapers 
are located. 


WHAT STUDIO DO THE BIG 
ADVERTISERS USE FOR 
CONTINUITY 
STRIPS? 


ANO CUSHING, 
155 E 441 ST, 
NEW YORK 17 NY. 


Value of the new system | 


ALL PULLING TOGETHER 


Still faced with the greatest demand ever, 
International’s far-reaching organization is 
putting forth every cooperative effort to sup- 
ply today’s needs in paper and paperboard. 

industry-wide efforts have, in fact, sent 
production soaring to new, all-time highs, 


although shortages pose problems every- 
where. To keep pace with the record-breaking 
consumption—and to provide users with top- 


quality products—are the continuing objec- 
tives of International’s woodsmen, millmen, 
salesmen, executives and distributors. 


INTERNATIONAL 
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Standard Expands — 
‘See Your West’ 


Print Promotion 


Offers 27,000,000 
Pictures Through 


Service Stations | 
San FRANcisco— One of the | 
most unusual advertising cam- | 
paigns of the West, tested before 
the war and again last year, 
opened on a new scale as Stand- | 
ard Oil Company of California set 
out to give away 27,000,000 nat- 
ural-color prints of some of the 
West’s most scenic attractions. 
Running for 15 weeks, the cam- 
paign started May 26 with 1,000- 
line ads in major dailies, smaller 
space in other dailies and major 
weeklies, spot announcements on 
133 radio stations, and 24-sheet 
posters throughout the company’s 
territory. In all, 609 newspapers 
are being used. In addition, re- 
. tail stores are tying in with the 
promotion in all seven far west- 
ern states served by Standard of 
California, and copies are going 
to schools, museums and other 
institutions. 
This year 54 different views are 
available in the “See Your West” | 
program. In any one section, 15 will | 
be distributed, one a week through 
Standard Stations, Inc., the com- 
pany - operated service stations, 
and through Chevron Gas Stations, 
operated by independent dealers. 
To obtain the prints, individuals 
must go to a service station, but 
the prints are free and it is not 
necessary to buy gas or any other 
product. The prints cannot be 
purchased from the company. 


| 


} 
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Tie-in Promotion Heavy 


Standard of California bills the 
program as “the nation’s largest, 
most successful travel, sales and 
good will building campaign.” It 
is unusual in many respects. Per- 
haps one of the most notable is 
the complete absence of adver- 
tising in the distribution of the 
pictures. Because of this lack of 
product or company advertising, 
tie-in promotion has been excep- 
tionally heavy. 

The 9xl12-inch prints are 
mounted on a 12x15-inch backing. | 
On the face, the only legend is the | 
title. On the reverse is a short 
sketch of the scene signed by | 
name writers. There is also geo- 
graphic data and a short, detailed | 


statement for photographers, stat- | 


ing how the shot was taken. The | 
legend on the reverse of the pic- 
ture is signed by the company for 


rrr 
hace 


2 y age, ; toed 


Advertist 
identification, but otherwise car- | 20,0.J,000 copies were distributed.| went about with racks in the ups of seven of the most beautifu] 


ries no advertising. To widen interest, the number) back to keep various shots sepa-| scenes and seven additional blow - Lettered 
The campaign began in a small| of views was stepped up to 54' rate. | ups 39x52. ae 
way three years before the war. this year, only 15 of which are | Considered the most elaborate —~ 
In the first year, four pictures|available in any one section. Stores Offered Salon Prints |display of any retail store, Fred- a — 
/were given away in a few states. | Motorists may obtain all local pic-| More than 800 retail stores last| erick & Nelson, Seattle, put on a a ina 
'The following year, this was ex- tures in the series and some pic-/| year set up blow-ups of the pic- two-week preview with a store- b x “ 
} re ‘ ” . . r | : © az 6 $9 . ynporiul 
panded to six pictures in each| tures of more distant points; to| tures for store display, promoting | wide See Your West” promotion, § Frank 
state. The third year the com-j|collect more of the series, they| travel and sale of travel acces- | featuring blow-ups of the pictures + Mars 
pany was preparing for much/| must travel or swap. sories. Stores this year were/|in virtually every department and . amc 
broader distribution, but plans| To the surprise of company) offered salon exhibition prints|closely tying in sales of trave! gt Ps ti 
were cut short by the war. | officials, swapping became com-| mounted on 16x20-inch boards | wear and accessories. Full-page nie yeal 
Last year the campaign was re-| mon as motorists sought to build | with photographer’s name and| newspaper’ ads by Frederick & * Displa: 
sumed, using 26 views. In all, a large collection, and cars even | data; 27x36-inch full-color blow-|Nelson announced the display) San Fra 


What makes 
magazine GROW? 


. ae 
Oe Ce Ce ee ee ens . ’ 
Fee ts aac eB Se padre commen OS 


Pleo Sede we bone haw tae ph a EN ANS Ang ELS RARE A 
When a brand new magazine (like Science presented in sharp, dramatic pictures and | U| 
Illustrated) gathers for itself an audience clear, fast-moving text ... reaching an alert 


of more than 400,000 loyal people in less audience of eagerly inquisitive people. 
than 14 months, you don’t have to look far 


for the reason. No farther than its nearest Successful magazines grow on ideas ... the 
editorial page! kind editors put in, the kind readers get out. 
The new June Issue of Science Illustrated is Good idea for you: Take another look at 
loaded with examples. Page by page, it is a Science Illustrated! You’ll find ample reason 
bright array of the latest news of science... for including it in your schedules! 


Typical features from the June Science Illustrated Ma. 


oot? fa = % 
RE A PPSOS 


WHEN THE BIG EYE OPENS 


Complete siory of Mt. Palomar Telescope... its History and Future 


Typical of the many features of science appearing month 
after month in Science Illustrated is the stirring story of 
the Palomar Cyclops. Nineteen years in the making, the 
huge 200-inch telescope will soon take its first look at the 
heavens. It has power to pick up the gleam of a candle 
5,000 miles away. Its potentialities are enough to set 
your imagination winging far beyond the stars. A fact- 
filled article—the kind of material that is attracting more 
and more readers and keeps them coming back. 
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iful fy ottered cards adjoining each dis-| Pasadena Art Institute and Se- Distribution is handled directly by| the Philadelphia Record, Pitts- | En 
OY play read: “All summer, ask at | attle Art Museum last year, and | Standard of California. | burgh Press and Indianapolis Star, gland Needs 
Standard and Chevron Stations} similar shows are expected this_ 5 — been ee york | Plant Cit Ad 

rate > | <4 : ’ ’ ion m - 

‘© ror smaller full-color pictures of | year. In addition, special sets of anager oO e New York | s 
naff pullock’s of Los Angeles, the high schools and junior high |NW@mes Ulassie ecs rg A per en _of the Press Head Says 
re- Bmporium, San Francisco, Meier| schools in the West which are) Henry J. Barringer, formerly tion ee ee ee Lonp Pl i isi eo 
ion. §. Frank Company, Portland, and | participating in the once-a-week | with the Philadelphia _ Evening P aide. . ¥- hich on—Plant-city advertising, 
ires Be Marston Company, San Diego, | music appreciation broadcast | Bulletin, where he was in charge | N Rei Re ce en See Snes 
and .e among other major stores|sponsored by Standard of Cali- |f the sales staff and of Station | Names Neimers Agency in the United States, was intro- 
vel Bete. rage one Qiebgye' Mikes, agar bert fo | WPEN, has been appointed classi-| Lee L. Woodard Sons, New| duced as a necessary aid in the 
Be which tie prog | opal P i ie i ‘fied advertising manager of the| York, manufacturer of wrought| British battle of production, at the 

. pplast year. ne | rints are made under the dl-| New York Journal of Commerce.|iron furniture, has named Carl| national Advertising Conference i 
-" Displays were exhibited at the|rection of Roland Meyer at! Owen H. Tarleton, formerly | Reimers Company, New York, to ea 
lay. San Francisco Museum of Art, | Crocker - Union, | 


San Francisco.) classified promotion manager of 


| handle advertising. 
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Frog with the Golden Eyes 


by William Beebe 


World-famous explorer- 
naturalist tells one of 
the most fascinating ex- 
periences in the June 
Science Illustrated. Mr. 
Beebe’s startling ac- 
count of the golden- 
eyed frog of the Andes 
is representative of the 
interesting articles pre- 
pared by top scientists 
for Science Illustrated. 


HUMAN ICE BREAKER 


Navy tests in the Antarctic 


A picture record of ex- 
periments made by 
hardy demolition teams 
in frigid Antarctic wa- 
ters. Science Illustrated 
reports the world-wide 
progress of science for 
an alert, eager audience. 


SLICK GOODLIN 


Supersonic Test Pilot 


Slick Goodlin pilots the 
Bell XS-1, a rocket pow- 
ered craft designed to 
carry humans twice as 
fast (1,700 m.p.h.) and 
twice as high (80,000 
feet) as they have ever 
travelled before. This is 
a typical monthly per- 
sonality feature han- 
dled in the informative 
Science Illustrated 


manner. 


ry 


IMPORTANT FACTS ABOUT 
SCIENCE ILLUSTRATED 


Science Illustrated is moving up! Today, over 
400,000 people* are making this magazine a 
monthly reading habit and its audience is grow- 


ing month by month. 


In the new June issue you'll find ample reason 
for Science Illustrated’s steady growth. A typi- 
cal issue, it presents timely, vital subjects with 


dramatic pictures and fast-moving text. 


{ TOTAL NET PAID CIRCULATION }——— 
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ESTIMATED 


Science Illustrated is moving up! 


This is an audience of unusually alert, receptive 
people. These readers are deeply interested in 
new developments and in the products of science 
and industry. They are eager to know what im- 
pact these new things will have on their daily 
life. And they combine this eagerness-to-know 


with an equal ability-to-buy. 


Intensive reader surveys made by Science IIlus- 


trated support these facts. 


For the full story of its market research and 
advertising results, call in your Science Illus- 
trated representative. He has convincing evi- 
dence that Science Illustrated is moving up! 


*More than 1,000,000 family-readers. 


here during the latter part of 
May. 

Proposals that comprehensive 
plant-city promotions be opened 
throughout the British Isles were 
made by R. A. Gibbs, president of 
the Newspaper Society, represent- 
ing more than 1,000 daily and 


gate circulation of more than 20,- 
000,000. 

Many British workers, Mr. 
Gibbs declared, do not under- 
stand why they must make so 
many products which will not be 
used by the British themselves. 
Resulting resentment and disin- 
terest can be overcome, he told 
the meeting, if British workers 
are taken into the confidence of 
| British industry. 
| Plant-city advertising is prob- 
‘ably the only way that the need 
| for victory in the battle of pro- 
duction can be interpreted for the 
British worker and his family, 
Mr. Gibbs said. He stressed the 
/necessity for cooperation between 
| the press and industry. 
| 


County Data Compiled 
| The market research department 


of Farm Journal, Philadelphia, has 

| compiled basic marketing and 
| economic data on all 3,072 counties 
in the nation. Folios of county- 
by-county data in each state may 
be obtained for $1, or for all 
|States for $25. The study was 
| begun by the Department of 
Commerce and completed by the 
| publication. 


Two Name Goldgar 

| Form Flex Foundations and 
Nursecraft Uniforms, both in New 
York, have appointed the Mike 
|Goldgar Company, New York, to 
handle their accounts. Form Flex 
| will use fashion and business pa- 


/pers and direct mail; Nursecraft 
| will schedule business and profes- 


sional journals and direct mail. 
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Drug & Cosmetic 


INDUSTRY 


Covers an industry with 
a bright future in ex- 


panding world markets. 


Also Publishers of Beauty Fashion 


New Margarine 


Bill Approved 


HARRISBURG, Pa.—Pennsylvania’s | 


“distinctly marked or labeled to 
show the weight, and whether or 
not the butter had been artificially 
colored.” The labeling also would 
show the amount of salt, or other 


Senate, by a vote of 31 to 13, has | Seasoning added, and “the amount 
|passed the Heyburn bill to con- 


tinue state regulation of mar- 


|garine sales and to impose a $2 
|} annual license tax on distributors. 


This impost compares with $500 


‘for wholesalers and $100 for an- 


nual retail licenses outlawed by 


_the state supreme court last fall. | 
The high fees had been in effect | 


Now It's Colt’s Mtg. Co. 


since 1902. 
Concurrently with passage of 


the regulation bill, Sen. John H.| 
Dent introduced a measure to re- Colt 


and kind of preservative used and 
the butter score.” 

Another bill was introduced by 
Sen. William H. Rahauser to re- 
peal an 1893 law which prohibits 
the use of margarine by hospitals 
and penal and charitable institu- 
tions in Pennsylvania. 


Because of the broadened scope 
of its manufacturing activities, 
’s Patent Fire Arms Mfg. 


quire the labeling of butter. The | Company, Hartford, Conn., has 


proposal would require every 


changed its name to Colt’s Mfg. 


»yackage of creamery butter to be’ Company. 


Ss 


magazine 
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Zenith Tells Why 
It Isn't Using 
Newspapers Now 


Cuicaco—Zenith Radio Corpo. 
ration, in page advertisements i; 
New York and Chicago news. 
papers last week, declared tha; 
production of its radio sets sti]| 
hasn’t caught up with demand anc 
that it is not using newspaper ad; 
temporarily “because we do no} 
wish to further embarrass ou: 
dealers.” 

The company’s statement, ap. 
pearing in the June 1 New Yor) 
News and Times and the Chicag 
Herald-American and Tribun 
said that during April alone 
Zenith delivered $11,990,000 wort! 
of Zenith radios (at retail value) 

“Yet,” it continued, “in spite 
of these huge shipments, in spite 
of our expanded production fa- 
cilities, there still exists a short- 
age of Zenith radios throughou: 
| the country. In spite of our care- 
| ful allocation, we know of no re- 
‘tail dealer who has received suffi- 
‘cient Zeniths to meet the demand: 
|of his customers. 

“So, for the time being, we are 
not advertising Zeniths in news- 
_ papers because we do not wish tc 
|further embarrass our dealers.” 

The company added that “lead- 
ing dealers and people who know’ 
realize that Zenith radios “are dif- 
ferent” and that they are “wort! 
waiting for.”” The Cobra tone arm 

| Wavemagnet and “many other ex- 
clusive features” were cited. 

Zenith will continue its nationa 
|Magazine campaign, however 
‘through MacFarland, Aveyard & 
Co., which placed the specia 
/newspaper copy. Newspaper pro- 
motion of the postwar Zenith set: 
has been confined largely to deale: 
| cooperative copy. 

The company’s 22,000 franchisec 
dealers were told recently by E. F 
McDonald Jr., president, that the 
annual “new line” policy has bee! 

/dropped and that new models wil! 
be introduced after proper field 
testing. 


Adds 5 to Ad Staff 


| 
Hunting & Fishing, Boston, has 
| added the following to its adver- 
|tising staff: William S. Kline, 
| western advertising manager, with 
| headquarters in Chicago; G. Ken- 
neth Fritzlan, Chicago office; Wil- 
liam A. Hoftyzer, New England 
representative, with headquarters 
in Boston, and William Simms 
and Joseph Nathan, assisting in 
_the New York advertising head- 
| quarters. 


| 
'Cunard Names Kramer 


| Howard W. Kramer, who joined 


'Cunard White Star Line fou 
|/months ago, has been appointed 
| advertising and publicity man- 
|ager. At one time he served on 
_the advertising and publicity staft 
| of United States Lines; later, was 
in charge of picture publicity for 
CBS, and in 1941 joined the pub- 
‘lic relations staff of the U. S 
| Maritime Commission. During the 
war he served as Navy public re- 
lations officer. 


Advertising Age? 
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Men frequently have a great deal of heavy thinking to 
do about the state of the world, the nation and the National League. 
It is a well-known fact that during this process they would 
likely starve were it not for the offices of some kindly woman. 


For women seldom seek refreshment where it ain't, 
as ina thumb. ‘They look in the refrigerator. And in the magazines 
they choose to read. Women always know where to look 
for materials to keep life nourished and interesting. ‘This is 
nice for the average husband. And it is nice for the Journal. 


We like to think that the extraordinary 
success of our magazine springs from a recognition of this 
omnipresent feminine characteristic. 


We think that in the Journal, women find more 
values for living. And since they read to live, many NS . 3 
ae Q RA 
advertisers tell us they believe their messages . Ah {; 


in the Journal share this special living scrutiny. 


"Never Underestimate the Power of a Woman” 


may have started as a solo; today it is practically a chorus. 
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uces sales 


AMERICA’S NUMBER ONE SPORTSMAN’S MAGAZINE 
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Field & Stream advertisers get double-barrelled results 
through the advantages of sales-producing “double exposure.”’ 
The advertising message is first exposed to key sportsmen with 
money and the desire to buy. Second, key dealers give prominent 
point-of-sale display to merchandise advertised in Field & Stream 
because they know it sells. 


‘Double exposure” means more sales. Field & Stream provides 
“double exposure.”’ That’s why... 


MORE ADVERTISERS USED MORE SPACE IN 1946 IN 
FIELD & STREAM THAN IN ANY OTHER SPORTSMAN’S MAGAZINE! 
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THE LEADER 
More recreation equipment advertisers used 
more space in 1946 in Field & Stream than 
in any other sportsman’s publication. These 
advertisers appreciate the double value that 
“double exposure” provides. 
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‘Burton Promoted 


Charles A. Burton met, pt on 
named assistant general sale 
manager of the lighting Giciaians 
of Sylvania Electric Products, 
Inc., New York. He is succeeded 
as manager of the central division, 
Chicago, by George W. Field, di- 
vision manager of the east central 
zone, Cleveland, who in turn is 
succeeded by Ralph E. Niedring- 
haus, formerly a sales representa- 
tive. 


Display Meeting Set 

The National Association of 
Display Industries will hold its 
Display Market Week meeting at 
the Stevens Hotel, Chicago, June 
23-27. More than 1,500 will attend 
and 116 NADI exhibitors ~ will 
show their products. 


Transfers Brennan 

T. F. Brennan, formerly sales 
division manager in charge of 
non-food containers of the At- 
lantic division of American Can 
Company, New York, has been 
transferred te the general sales 
department. 
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Write for | 
_ THE INDIANAPOLIS © 
_ STAR'S CONSUMER | 
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conan tile! 


You'll find a high sales poten- 
tial riding on every "pitch" to 
your Indiana market. By throw- 
ing your big advertising efforts 
into THE STAR'S new Sunday 
Magazine, you'll catch the "'in- 
side" every time with the 
Hoosier readers you are trying 
to sell. 
It's an All-Indiana feature sec- 
tion—a "natural" to get your 
advertisements maximum at- 
tention. On its tabloid-size 
weer your product or service 
as the finest display possible. 


Choose full color reproduction 
—or use monotone to four 
colors to increase the effec- 
tiveness of your presentation. 
Right now it's “tops” in Sun- 
day reading for all members 
of more than 220,000 Indiana 
families. Reader response 
shows that interest in its color- 
ful reporting of Hoosier names, 
places and doings is high. 
And that means your advertis- 
ing will be “in there pitchin' " 
... in THE STAR'S Sunday 


Magazine. 


Direct inquiries to Metropolitan Sunday Newspapers, Inc., 
or Kelly-Smith Company, Star national representatives, 
or Nationa! Advertising Department, The Star 


THE INDIANAPOLIS STAR 


FIRST IN INDIANA SINCE 


1936 IN TOTAL ADVERTISING 


LINAGE 


Advertising Age, June 9, 1947 


Auto Ad Council 
Stresses Sales 
Force Training 


Hor SprinGs, Va.—The re-edu- 
cation of salesmen and counter- 
men, and the best methods 0: 
achieving that goal, won major 
attention at the spring meeting of 
the Automotive Advertisers Coun- 
cil here. 

H. M. Wertz, advertising man- 
ager, Toledo Steel Products Com- 
pany, introduced the subject of 
sales education, in which a new 
type of visual presentation was 
featured. He discussed the costs 
and relative advantages of such 
educational aids as sound-slide 
films, ‘““Visual Cast,” movies, chart 
presentations, company publica- 
tions and others. 

Sales personnel has changed 
during the war years and those 
who have remained on the job 
have not had to do any real sell- 
ing during the past six years, it 
was pointed out, making the prob- 
lem of sales education a major one 
throughout the industry. 

The meeting was attended by 40 
advertising and sales executives 
of manufacturers of automotive 
replacement parts, tools, equip- 
ment, accessories and chemicals. 
Other subjects presented during 
| the three-day meet included trade 
| publication relations, advertising 
budgets and trends, plans for an 
}annual AAC advertising merit 
award for automotive wholesalers, 
|and a proposed readership survey. 


Elect Kirkpatrick President 


The industry’s acceptance and 
/use of the “Guidebook to More 
Profitable Customer Meetings,” 
| published by the council, was re- 
ported on by Walter A. Kirk- 
|patrick, manager of advertising 
and sales promotion, Wilkening 
Mfg. Company, Philadelphia. 

Mr. Kirkpatrick was elected 
president of the council, succeed- 
|ing T. Faxon Hall, sales promo- 
tion manager, Walker Mfg. Com- 
pany of Wisconsin, Racine. George 
W. Stout, sales promotion man- 
ager, Perfect Circle Company, 
|Hagerstown, Ind., was named 
vice-president; C. H. LeFevre, ad- 
| vertising manager, Sealed Power 
Corporation, Muskegon, Mich., 
was reelected secretary, and Mr. 
| Wertz was elected treasurer. 

H.C. Mohr, advertising and sales 
promotion manager, Packard Elec- 
tric division of General Motors 
Corporation, Warren, O., and 
R. M. Schutz, sales promotion 
manager, Maremont Automotive 
Products, Inc., Chicago, were 
elected to the board of governors 
for two-year terms. 


Joins Hirshon-Gartield 

Sidney Dunne has joined the 
staff of Hirshon-Garfield, Inc., 
_ Boston. 


| The ACTION Display-Way 
| To oa Your Sales! 


"Rote ‘Sho 


ELECTRIC Seto 


TURNS 
THREE 
TIMES A 
MINUTE 


A ROTO-SHO action display packs 


many times more selling punch 
than any “still” display. . . . So, 
when you plan a point-of-sale pro- 
motion develop it around ROTO-SHO, 
the most famous all-purpose electric 
turntable. All steel, it carries up to 
200 Ibs., operates on 110 Volts A.C. 
National 


as with 18” table. 
advertisers and their agencies ars 
invited to write us for literature. 
Interesting quantity’ discounts avail- 
able! 

GENERAL DIE AND STAMPING CO. 
266-E Mott Street, New York 12, N. Y 
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With KARO®* Syrup you 
make blended syrups. 
Use them for any fruit! 
Easy recipes teil you ex- 
actly how. Even if you 
never put up fruit be- 
fore, you can get results 
that thrill your family. 


canes” od i red trade-mark of 
‘ fe fining Company 


© C.P.R. Co 


One of a series of full-color advertisements currently appearing in national magazines 


ANOTHER FINE COLOR JOB BY DAVIS, DELANEY . 


New... Simplified! 
Send for your copy! 


Treat your family to the 
best fruit you ever put up! 


This Free book 
tells you how to 


@ get more delicious flavor 


@ keep firm texture...bright, 
natural color 


@ buy the amounts you need 
for large or small yields 


@ use your canned or frozen 
fruit new ways 


@ make pickles, relishes, 
jams, jellies, grape juice 


|e & F&F FF Ff Ff Ff Ff Fl 
SEND COUPON OR POST CARD NOW! 


KARO SYRUP ‘3 t 
f hit & Frozen Fruits” 
at once! (Please print or ai 


Madison Square Statio 

New York 10, N. Y. 

Name. 4, ( : = 
Street OW =< 2 
City | 


Send my new, free, 32 page 


PRINTERS 


141 East 25th et ° New York 10, N. Y 
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wit 
Wants 


AL OP 


PAUL H. 


COLUMBIA NETWORK 


RAYMER COMPANY 
NATIONAL REPRESENTATIVE 


WSBT Has Added 138,680 


+ Ratio Families ‘ its Primary Coverage 


* Estimated by counties 
from BMB Report 


960 KILOCYCLES 


‘Names Haluk and Fields 


Walter A. Haluk, manager of 
the Los Angeles division of In- 
dustrial Indemnity Company, has 
been named _ vice-president in 
|charge of sales, advertising and 
| personnel, with headquarters in 
San Francisco. Mark Fields has 
| been appointed to succeed him in 
Los Angeles. 


Six Join AFA 
The following six advertising 
organizations have joined the Ad- | 


_vertising Federation of America: 


A. Stein & Co., Chicago; Carter 
Advertising Agency, Kansas City; 


|Crolly Advertising Agency, 
Wilkes-Barre; Broadcasting Cor- 


poration of America, Riverside, 


|Cal.:; American Hotel Journal, 
|Chicago; and the Eagle, Dothan, 
| Ala. 


‘Rejoins Maclean-Hunter 


F. G. Brander, formerly sales 
manager of the central division of 
Canadian Engineering Publica- 
tions Ltd., has rejoined Maclean- 
Hunter Publishing Company, To- 
ronto, as advertising manager of 
Industrial Progress. 


The Most Powerful 
Purchasing Agent in the World 


354,182 
Women 


(Age 25 to 50) 


READ 


The Detroit Times 
EVERY DAY 


NO COVERAGE IS COMPLETE WITHOUT 
THE 400,000 FAMILIES REACHED BY 


No need to elaborate on the buying power of the 354,182 
women (age 25 to 50) who read The Detroit Times every 
y. Every space buyer, every advertising executive, every 
sales manager knows the tremendous impact this vital seg- 
ment of any market has upon sales—whether these sales be 
food, furniture, automobiles, apparel, cosmetics, insurance, 
vitamin pills, pianos—or new shoes for Junior, a layette 
outfit for the new arrival or a new suit for hubby. 

Here is the most powerful pure hasing ¢ aye nt in the world— 


the woman—in that vital age bracket, 
354.182 of them read The 


25 to 50. Every day 
Times—which is the reason why 
Che Detroit Times is an indispensable medium for sales 
—in the Detroit Market. 


The DETROIT. TIES 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 
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‘Fortune’ Finds 
62% of Workers __ 
Cool Toward Jobs 


NEw YorK—While only a 
small percentage of the worker: 
interviewed in the current For- 
tune Poll are “miserably adjusted’ 
in their jobs, 62% are either oft 
mixed opinion or have no opinion 
{about the jobs they hold. This 
group, plus the 26% who are 
“ideally adjusted” to their jobs, 
| offer the “opportunity to those 
| who are interested in bettering 
| labor relations,’ the magazine 
noted. 

The poll employed five factors 
for judging jobs: (1) security: 
(2) interest; (3) not overworked 
(4) possibility of advancement: 
(5) advancement on merit. 

Possession of a number of these 
| factors is essential to happy work- 
ers, says the magazine, adding 
that “high wages are not enough 
to make factory people contented 
with their lot and loyal to their 
companies. Security alone is not 
enough.” 


Lists Morale Factors 


Fortune found that 60% of the 
workers had three or more favor- 
able morale factors. The table 
follows: Five factors—13%; four 
— 22%; three — 25%; two — 20% 
one—12%; none—2% 

The poll showed, incidentally, 
that ‘not overworked” was the 
least important morale factor, and 
that “security” at the age of re- 
tirement was the most important. 

Some 72% of workers con- 
sidered that their own companies 
were as good a place to work as 
any for their trades or occupa- 
tions, 17% thought other places 
were better, 11% had no opinion. 

Asked “if you could go back to 
the age of 15 and start life all 
over again, would you choose a 
different trade or occupation?”, 
57% said yes, 31% said no, and 
12% had no opinion. 


To Schneider, Cardon 


Atlas Industries Ltd., Montreal, 
producer of automatic oil heating 
equipment, has named Schneider, 
Cardon Ltd., Montreal, to direct 
its advertising. Newspapers and 
business papers, plus a newspape} 
mat service for dealers, will be 
used. 


Choyce Joins Roy 

Leslie Choyce, formerly adver- 
tising manager of the Plaskon di- 
vision of Libbey - Owens - Ford 
Glass Company, has joined thi 
copy department of Ross Roy 
Inc., Detroit. 


Parham Quits WDOD Pos! 


Carter Parham has resigned : 
advertising manager of Statio 
WDOD, Chattanooga, Tenn., effec 
tive June 15. 
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27 2 = 
i s : | both daytime and at night. | tional advertising with Wayne G. 
Breech Will Open A ager caiapsiheetla ssa A New Medium | Regular flights along Lake cree “Advertising A by ncy, 
ed : , , | Michigan, before weekend crowds | Danville, Ill. Business papers and 
3-Day Conference I a eo for Your Ads? Try (of close to 1,000,000 bathers, are @irect mail will be used. 
' 7 Tre ; wanainn to - planned for this summer, and the 
of Market Group seienaes’ Wea Bi go the Helicopter plane will be available for flights| . a 
New York—‘“Marketing in Ac- fabricated houses will be launched Cuicaco—The helicopter will|at sports events, fairs and other | + Spadina ri % i. 
2 tion” will be the theme of the|!2 New England newspapers, soon be numbered among adver- | mass gatherings. Juper-gl py: e a 
American Marketing Association’s ena tising media. Advertising rates will be dis- i" ; ‘ 
\0th national convention here| Resigns Reiss Post : rng agra of ee closed later. 2 \\\ ‘ \\\ 
» [June 11-13, with experts in nu- | copter Air Service, has announce cence \ \ reall 
t [merotis flelds scheduled to address| cons “chief of Relies Advertising, | that a new Bell 47B helicopter} Names Williams Agency M\ Luminescent DECALS) =a 
n [the members assembled from all}|New York. His future plans have | Will shortly be made available to} Universal Recording Corpora-| | A*‘r || CARDY-LUNDMARK Co. . 
is [sections of the country. not been announced. ‘carry advertising messages here! tion, Chicago, has placed its na-| U%7P** _'! 1801 svaon st. — curcaco 
"€ Conferees will hear an address 
S, on “Pricing the American Way” 
s€ by Ernest Breech, executive vice- 
2 president of Ford Motor Company, 
\€ at the opening luncheon session \ a 
June 11, and the New York chap- : 
rs ter, host to this year’s convention, 
y: will present its annual leadership 
1; awards at the same session. 


es Other speakers before the 14 
scheduled sessions will include 
se Earl Bunting, president of Na- 
.~ tional Association of Manufactur- 
ig ers and president of O’Sullivan 
th Rubber Company, on ‘Marketing 
“d in Today’s Economy”; Don Mit- 
ir chell, president of Sylvania Elec- 
ot tric Products, on “The Job Ahead 
of Us,” and Harold W. Brightman, 
president of Lit Bros., Phila- 
delphia department store, on “The 
1e Price Situation in Merchandising” 
r- —all during sessions June 11. 
le On June 12, Victor Lebow, ex- 
aw pert on distribution methods of 
i: mail order chains, will ‘discuss | 
“Our Changing Channels of Dis- | 


y, tribution”; Raymond Rubicam, 
1e chairman of the research commit- | 
id tee of the Committee for Eco- | 
e- nomic Development, will talk on | 
it. ‘Marketing Research for the 
he Small Businessman”; Arthur H. 


es Motley, president of Parade Pub- 
as lication, “Let’s Get Back to Sell- 


q- ing’; Edwin G. Nourse, chairman 
es of President Truman’s Council of | 
n. Economic Advisors; Howard) 
to Chase, director of public relations, 
11] General Foods Corporation, on 
a “Human Relations Necessary for 
p99 Business Survival’; Don Fran-| 
nd cisco, vice-president of J. Walter | 


Thompson Company, on “Adver- 
tising: Key to Continuing Pro- 
duction and Employment”; Edgar 
Kobak, on “Putting Marketing 
al, Research to Work,” and Willard 
ng Thorp, Assistant Secretary of | 
er, State, on “International Com- 
act merce and the State Department.” | 
Final sessions on Friday will be 
devoted to discussion group meet- 
ings. 


Appoints Smith Agency 


” Flex-O-Lite Mfg. Company, St. | 
i- Louis, maker of reflective glass | 
wel beads for traffic signals.and ad-| 
he vertising signs, has appointed 


- Ralph W. Smith Advertising 

: Agency, St. Louis, to handle its | 
direct mail and trade publication 
advertising. 


»  |Driver Names Martin 
oO ° . + 
© I witbur B. Driver Company, MoTOoR goes where the business IS! 
: Newark, manufacturer. of re- 

sistance alloys for electric heating, 
— instruments and electronic uses, | 
has placed its advertising with R. L. Polk figures show that 173 out of 3,072 counties (less than 6%) account for 50.0% of ALL 
reorge omer artin ssociates, e ° 4 
Nowa. Baden aasers oad Gb motor vehicle registrations (1946). 
rect mail will be used. 


53.5% of MoToR’s circulation is similarly concentrated in these SAME 173 counties. 


Enters New Field Logical and proper? Sure, but maybe it would be a good idea to check over your list and see if 


Winchester Repeating Arms it measures up this way for every publication on it. ee 
Company, New Haven, Conn., di- 


vision of Olin iantesnteiee, inc. Replacement parts, accessories, supplies, and shop equipment are sold ONLY where you find "3 8 
ns to enter a new field, wi = 
production of dry cell bat- cars and trucks. The sarees of greatest con- ° 
teries for personal or miniature centration provide your biggest markets... « 
1era-type radios and for hear- . ' e 
rm biggest profits! ° 
a —eeinenmae M oToR has always been the Number One $ THE AUTOMOTIVE BUSINESS MAGAZINE 
re os ahaa publication in the automotive field, with both — 572 MADISON AVE., NEW YORK 22 * FOUNDED IN 1903 
4s . owers ompany, y mu- * ™ ° ° e 
| agreement, has ceased to be readers and advertisers; not the biggest circu- § 
resentative of the Northeastern lation buy... but the best circulation buy! $ 


iltryman and the Yankee Food 
rchant in the Chicago territory. 


Textron Boosts King 
f Textron, Inc., New York, has 
moted James A. King from 
e-president in charge of sales | 
assistant to the president. 
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Shape Program 
fo Find New Uses 
for Farm Output 


Agriculture Dept. 
to Direct Work; 
Meyer Is Chief 


By STANLEY E. COHEN 


WASHINGTON—Unless the keep- 
ers of the money bags change 
their minds, the Department of 
Agriculture will set out this sum- 
mer “‘to bring science more power- 
fully to bear” on the problem of 
finding new uses for the products 
of the farm and more effective 
ways of exploiting existing farm 
markets. 

To A. E. Meyer, who is in 
charge of the work, the drive to 
find new business for the farmer 
is “one of the most important 
agricultural laws in recent years.” 
He sees it placing marketing and 
utilization research “on the same 
high pedestal” that has long been 
occupied by production research. 

“Distribution has changed with 
transportation and refrigeration,” 
Mr. Meyer agrees, “but some 
marketing students feel that the 
economy of distribution has not 
kept pace with the times.” 

When Congress voted an ag- 
gressive effort to find new uses 
for farm output, it had in mind 
last summer that, for the sixth 
straight year, farm production 
was exceeding any comparable 
prewar rate. 


Sees Huge Surpluses 


It feared that 16,500,000 long 
tons of food would result in huge 
surpluses once wartime demand 
falls, unless new types of de- 
mand are developed to consume 
the results of scientific farming. 

Its hearings on the research bill 
sponsored jointly by Rep. John W. 
Flannagan and Rep. Clifford Hope 
reported that government and in- 
dustry together spent only a frac- 
tion toward research for cotton 
and other farm products com- 
pared with systematic studies 
financed by Du Pont and other 
producers of competitive 
thetic materials. 


The House appropriations com- | 


syn- | 


|mittee, which has been studying 
the Agriculture Department plans, 
ordered a slash in the budget re- 
| quest from the full $19,000,000 for 
fiscal 1948 to $6,000,000—but the 
|House subsequently boosted the 
‘figure to $9,500,000, over the com- 
|mittee’s protest. Under the basic 


/act, spending is to step up annu-| 


ally to hit $61,000,000 in fiscal 
1951, and to go on at a yet-to-be- 
|determined rate thereafter. 

Under the act, much of the work 
will be done in federal and state 
laboratories, but nearly a third 
of it is earmarked for marketing 
research and services. 

Moreover, the department is 


|research agencies, purchasing and 
consuming organizations, boards 


|authorized to work with private | 


of trade, chambers of commerce 


and other business and trade as- | pany.” 


sociations. 


During the six months that the 


The freedom to call in experts | program has been in the “organiz- 


from private organizations was 
suggested by the successful sub- 
contracting efforts of the Wartime 
Office of Scientific Research and 
Development, which mobilized the 
nation’s top technicians toward 
beating the U-boats, and toward 
development of other weapons. 


Will Tie In with Industry 


Besides being cheaper in many 
cases, it enables the program to 
tie in more closely with the real 


problems of an industry, Mr. 
Meyer explains. “That way,” he 
says, “we can bring’ research 


workers right up against the ac- 
tual difficulties faced by a 
processing or distributing com- 


ing” stage, an 1l-man national 
advisory committee and _ special 
industry advisory committees for 
all major commodities have been 
organized. 

Some of these committees, such 
as the potato industry committee, 
have already provided definite 
ideas for programs ranging all 
the way “from the farm to the 
kitchen.” 

The potato industry, for 
ample, called for intensive re- 
search on developing and ex- 
panding uses for potatoes other 
than as human food in fresh 
form. It wants new and cheaper 
dehydrating processes; use of 
potatoes for feed glucose; new 


ex- 


/price_ relationships, 
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ways of preserving whole, ground 
or sliced potatoes. 

In the field of marketing, jj 
seeks quality improvement cover- 
ing handling methods, cleaning 
grading and reconditioning. 

A host of ideas relate to con- 
sumer preferences. It would like 
to link income, type of family, 
season and place of residence to 
potato consumption. 


Price Reactions Sought 


It would like to know whether 
potato consumption could be in- 
creased in certain areas or sea- 
sons if potatoes were more widely 
available at lower ‘retail prices, 
Additional market study recom- 
mendations deal with market 
marketing 
agreements, market news reports, 


| 
} 


% The Post is edited for the 
active half of Cincinnati — 
the young-in-heart, inquiring- 
in-mind — 155,000 families 
who actively respond to adver- 


tising. 


ats 
The 


incinnati 
Post 
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foreign trade. Each proposal is to be judged 
Once the suggestions are pro- in terms of money, personnel and 
vided by industry advisory com-.| facilities. Special priority will go 
mittees, officials plan to lay out | to those opening up new fields of 
programs by broad problem areas. | study. Where a suggestion merely 
Some may be built around com- | involves extension of existing 
modities, others around functions | work, it may lose out. 
or type of work. With the advice | SS 


of the 1l-man national advisory | MacLaren Names Thuro 
committee, the Secretary will de-| 


F ; “<~| Carl Thuro, formerly associated 
cide which projects are to receive) with the Canadian Engineering 


first attention. | Publications in Montreal, has been 
Some of the marketing studies, named an account executive in 

such as those involving consumer | 7 a office of MacLaren 

preferences, might be broadened | “*¢Verusing Company. 

to cover several commodities. If m phon a 

undertaken, the preferences may | Joins Cockfield, Brown 


be measured through a survey of| J. C. Neale, formerly eastern 


. : |Purina Company, St. Louis, has 
sional polling staff, or they may | joined the Toronto office of Cock- 
be determined through tests at| field, Brown & Co. as account 
selected food stores. | executive. 


‘rector of public relations. 
|Goslin, who will coordinate pub- | 
\lic relations with maintenance 
|fund raising, recently headed her 
|own public relations office in Bos- 


Names Miss Goslin | 


The New York Eye and Ear In-|! 
firmary, oldest specialized volun- 
tary hospital in the country, has | 
appointed Marjorie Goslin as di-| 
Miss | 


ton, where she was president of 


|the women’s division of the Bos- | 
|ton Adclub and chairman of its) 
| publicity committee. 


Two Name Kemper 


NNPA Will Issue 
Promotion Data 
to Latin America 


NEw YorK—The National News- 
paper Promotion Association plans 
to provide free information on 
American newspaper promotion, 
marketing and research to many 
newspapers in Central and Latin 
| America. 
| The project has evoked interest 
|in State Department circles, and 
Fitzhugh Granger, chief of the 


Fyr-Fyter Company, Dayton,| American Republic Area division, 
pire meee ncised ig fe aay toncan | has offered to activate it through 
a ave ” .| advertising manager of Ralston |and Consumer Brewing Company, | _ Ss. bli ; e 
sample “attitudes” by a profes-| Newark, ©. teewer ot Cad Town | S public affairs officers sta 

| tioned in various countries. De- 
beer, have named Don Kemper | 7 : : 
Company, Dayton, to handle their | livery of NNPA’s services and re- 


advertising. 


|search will be made as soon as 


the Viele guys Uist 


He has a lot of living to do, plans to do it big. 


It so happens that advertising costs for his 


His program is comprehensive, ranges from a 
double butterscotch parfait with pecans, to a 
private island for his old age (about twenty-five!) 

He is very conscious of Ways and Means .. . 
which, in this case, are largely parents. . . He is 
determined to keep them adequately informed 
on cars, radios, deep freezers, places to eat, video, 
bow ties, midget pianos, records, current movies. 

Don’t put him in your future prospect folder, 
to file and forget until 1960. Because this major 
prospect is not only present, but often tense. And 
keeps his family that way, too! 

Avowed antagonist of the status quo, he makes 
elders aware of the shortcomings of the old car, 
heating plant, radios, bathroom . . . crowds the 
calendar, advances intentions, puts the “You, too” 
into manufacturer’s advertising. 

His personal purchasing power is plutocratic 
by past standards. In some high schools, half the 
male students have jobs and savings accounts .. . 
and summer jobs pay for a used car or college. 


He wants things so hard he makes other people 


want them. And he might as well want your stuff 


as anybody’s. His propaganda value alone is worth 


far more than his per capita advertising cost. 


age group are mighty low—about one-third the rate 
you pay for general public circulation. Because 
there is one particular medium that is his dish— 


and yours! The comics magazines ... 


Ix 90% of the 14 million homes with children 
from eight to twenty, the comics magazines are 
standard equipment .. . are also read by 40% of 
the adults in such homes . . . have more all-family 
readership—and more readership per copy—than 


any other periodical. 


But there are so many comics magazines ? True! 
Just remember National Comics is the tops! 

National Comics have the best content, highest 
appeal, editorial supervision of psychologists and 
educators ...8 million monthly circulation ABC, 
reaching 90% of comics magazine readers. . . 
A mighty interesting story about a mighty and 


interesting medium! For a full report call... 


titi The National Comics Group 


Vational Advertising Representatives: Ricuarp A. Fetpon & Co.. INc.. 


205 East 42nd Street. New York 17. N. ¥. 
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possible to an initial group of news- 
papers in Argentina, Bolivia, 
Brazil, Chile, Colombia, Mexico, 
Panama, Peru, Puerto Rico, Uru- 
guay and Venezuela. Additions to 
this group will be made after a 
trial period. 

The information will consist of 
“The Promotion Notebook,” a 
monthly report which describes 
|promotion, public relations and 
research techniques and projects; 
Pisin sertagy Copy,” a monthly 
|roundup and criticism of news- 
| paper business magazine adver- 
tisements; “The Reflector,” a 
monthly discussion of happenings 
in research and marketing, and 
“The Exchange Service,” actual 
samples of brochures, presenta- 
tions, booklets, etc., distributed by 
/newspapers across the country. 
| Representatives of the initial 
group of Latin American newspa- 
|;pers will be invited to attend 
NNPA’s regional and annual con- 
ventions. 


Two Name Kemmerrer 


Kemmerrer, Inc., Hollywood, 
has been named to handle the ad- 
vertising of RSB Mfg. Company, 
maker of Auto-Vize automobile 
sun visor, and Pan Continental 
Corporation, which is introducing 
a new line of saw horse and 
'seaffold clamps. Both are located 
/in Los Angeles. 


‘Middleton in New Post 


Beverly M. Middleton has been 
appointed radio director of French 
| & Preston, New York agency. Mr. 
| Middleton formerly was assistant 
‘to H. C. Wilder, president of 
| WSYR, Syracuse, N. Y., WTRY, 
‘Conn and WELI, New Haven, 


Conn. 


To Southwest Dailies 
| Southwest Dailies, Oklahoma 


City, publishers’ representative, 
has been named national adver- 
| tising representative of the Daily 
| Leader, Guthrie, Okla. 


May We Suggest 


Now is the time to employ our counsel and 
services to insure best acceptance, maximum 
use, consistent results. 

We are a Display Agency and cooperate 
fully with your advertising agency to ‘Pipe- 
in” the force of national advertising. 


36 Pages... 420 Pictures 
an Exhibit of Performance 
Write for a copy of it Today 


on your business letterhead. 
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CORONET 


Plan Mart Opening | 


The new $2,000,000 addition to | 
the Western Merchandise Mart, | 
San Francisco, will be opened | 
officially during the western sum- | 
mer market, Aug. 4-9. Lussky, | 
White & Coolidge, Inc., Chicago, | 
has opened a new office and show- 
room in the mart for its line of 
drapery and upholstery fabrics. 


Names White V.P. 


Albert S. White, formerly copy 
chief in the Los Angeles office of 
McCann-Erickson, has been named 
vice-president in charge of cre- 
ative activities of Mogge-Privett, 
Inc., Los Angeles. 


¥ 


No slick chick, the Universal ‘Jeep’ makes no pretense 


«when there's work to be done . . 


FOR ACTION 
FROM PRESIDENTS 
TRY DUN’S REVIEW 


No chromium or frills, but with a world-wide feputation as one who can take it 
in almost every field of endeavor, the ‘Jeep’ is known as a wi 

The ‘Jeep’ bows to her flashier sisters on their stunning appearance, but takes a back seat to nothing on wheels 
Yes, the ‘Jeep’ is a working girl . 


of countless men in industry and agriculture, where usefulness and dependability are the only yardsticks of merit. 


Fes 
ihe: 


of being a coddled darling and doesn’t dress as one . . . 
and come up with a grin. That's why 


ling and tireless helpmate 


' 
and as such is earning the respect and affection 


i 


The same practical concept which sired the Universal ‘Jeep’ has been translated and engineered into other vebjcles 


which follow the Willys-Overland concept of functional design and usefulness. 


Each is built to the needs of its market. Each will set new standards of economy and usefulness 


WILLYS-OVERLAND MOTORS 


MAKERS OF AMERICA’S 


TOLEDO, 
| 
| 


MOST 


onlo 


USEFUL VEH\ICLES 


MAKES HIT—A highly-favorable response to this full-page message in Toledo 


newspapers led Willys-Overland Motors 
the Chicago Tribune and Collier's. 


to extend the "working girl” story to 


Ewell & Thurber Associates handles the 


account, 


Weeklies’ Ad Rate 
Varies Widely, 
New Study Finds 


NEw YorK—Wide variations in 
advertising rates for weekly news- 
papers of similar circulations and 
trade territories are mirrored in 
a recent report by the American 
Press Association. 

The spread is wide enough so 
that in one state a weekly with 
550 circulation is charging 10 
cents per column inch for na- 
tional advertising, while another 
weekly with 600 circulation is 
charging $2.10 for the same space. 

The analysis, released through 
APA, was prepared by Donald R. 
Coe, graduate student at Montana 
University’s school of journalism. 

In general, circulations and ad- 
vertising rates are properly 
geared, although Mr. Coe found 
| that in Middle Atlantic states the | 


THE VERITONE COMPANY 


FINE OFFSET LITHOGRAPHY 


57 W. GRAND AVE., CHICAGO 10, WHITEHALL 5957 


| 


weeklies’ of 1,000-1,250 circulation | 
average charge for national was | 


42.6 cents per column inch, while 
weeklies of 1,250-1,500 averaged 
40.8 cents. 

The study found that the aver- 
age column rate charge was: For 
papers under 500. circulation, 
30.8 cents; 500-750, 33.6 cents; 
750-1,000, 35.4 cents; 1,000-1,250, 
38 cents; 1,250-1,500, 39.7 cents; 
1,500-1,750, 42.1 cents; 1,750-2,000, 
43.2 cents; 2,000-2,500, 46.3 cents; 
2,500-3,000, 48.8 cents; 3,000-4,000, 
55 cents; 4,000-5,000, 62.2 cents. 
Average national rate for papers 
of all circulations was 43.1 cents. 

In the Rocky Mountain states, 
Arizona has a 58-cent average, 
almost 24 cents higher’ than 
Nevada and 21 cents higher than 
Colorado and New Mexico. Aver- 
age rates frequently had little to 
do with total state populations: 
Utah and Illinois have practically 
the same average rates, although 
Utah has 58 papers, Illinois 504. 


Radio Show and Display 


_Tie-up Increased Sales 


The sales of Shefford cheese 


products, manufactured by Shef- | 
ford Cheese Company, Green Bay, | 
Wis., division of Standard Brands, | 


Inc., jumped 243% to 252% in 
three Chicago retail stores dur- 
ing a recent test campaign in 
which the product display was 
tied in with the Fred Allen show, 
heard over NBC and aired locally 
over Station WMAQ. The dis- 
plays, featuring a Fred Allen 
poster, were installed for one 
week in cooperation with the NBC 
central division’s advertising and 
sales promotion department. The 
radio show is sponsored by Stand- 
ard Brands, through J. Walter 
Thompson Company. 


Plans County Brochure 


The Pioneer Valley Association, 


Springfield, Mass., plans to issue 


10,000 two-color brochures fea- 
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Names Alley & Richards 


Duell, Sloan & Pearce, New 
York publishing house, has moved 
its advertising account from the 
Alvin Gardner Company to Alley 
& Richards, where Robert Haydoy 
agency vice-president and forme; 
director of advertising and pup. 
licity for Doubleday, Doran & Co. 
will handle the account. The 
agency will prepare advertising 
for all titles, as'well as Blood- 
hound Mysteries and Essentia! 
Books. 


Will Handle Joy Sales 


Joy manicure implements, man. 
ufactured by Rex Cutlery Corpo. 
ration, Irvington, N. J., will be 
distributed in the future through 
department store cosmetic depart- 
ments and drug stores by the sale; 
force of Chen Yu, Inc., Chicago 
The Rex firm will continue 
maintain its own sales force fo; 
all other established outlets. 


Moves Offices 


Industrial Publications, Inc., has 
moved its offices from 59 E. Van 
Buren St. to 5 S. Wabash Ave. 
Chicago 3. 


Cash registers 
tell the story in 
LONG BEACH, 
CALIFORNIA! 


Sales Management Figures 


1945 1946 
TORE nica 237,513 315,622 
FOO. . cicwcstiesnies 51,048 66,753 
General Mdse. 32,489 49,355 
BOE Kcscsacsensacs 8,317 10,575 
Wholesale 77.364 98,793 


Three thousand Long Beach 
retailers rang up a sales gain of 
$78,109,000 during 1946, T/ese 
merchants traditionally sek 
their dollar volume from ‘he 
more than *84,000 famil:e 


forming the prosperous, alu’ 


| 
| dependable audience of 
Press-Telegram! 


*May 1947- 


—_ 


| 
| 


eon Dreess- 


' $33,500 has been raised. 


turing each of the 70 cities and| 
towns in Franklin, Hampshire} 
and Hampden counties, as part of | 
its national advertising of the | 
tourist and residential attractions | 
of the region. To date, $30,000 of 
a proposed advertising budget of 


Telegram 


Represented nationally by 
Williams, Lawrence & Cresmer ~° 


1 


Advertisin 


Buildi 
Deale 
to Cul 


CHICAGO 
prices can 
Harold | 
publisher 
News, tak 
editorial i 
trade pub 
“Buildir 
dealers al 
do everyt 
end to sq 
ing within 
month or 
ent condi 
Mr. Ro: 
building | 
in price 
ever-wide 
on contra’ 
down to 
mer or tt 
The ec 
dealers’ 1 
because O 
should ac 
the future 
mediate f 
that an 
through } 
sible savi 
unit of si 
Mr. Ré 
Industria 
of Buile 
Practical 


CONTR. 
LITTLE | 


SEATTL 
“cannot 
unless tl 
nomic c 
ated Gen 
ica, thro 
visory b 

The tv 
that “rec 
through 
ties in 
creased 
increasec 
ment, de 
nomical 
and oth 
come ab 

The b 
structior 
peak an 
perhaps 
costs b 
levels. 


Burea 


The 
America 
Associat 
ing nev 
ing boa 
Chicago 
bers, § 
William 
Howard 
Stahlmse 


Broad 


New | 
ers will 
ence ii 
13-15, a 
McCone 
the con 
Hotel. 


30 ee 
| | | 
nn ® ails i einen 
Fi SS a €s). i 
ee 74/3 Se | | 
: | R by ‘ Ly Bot. 
pe ee ae P t cont Sa = | 
- APL age TARO us om 
in the multi-million class — > | 
Gen ‘ i tne 2: oy ee ~ or art 
Martichd.- a. . r) | 
daiGiemws -  —s oa TIRES ’ 
a | ——_—, 
| | 
/ 4 
ay 
| | 
) | \ 
i | 
—, ‘ 
| oe > mnie a | : 
- , ~~ @ ae Se aC i 
| a, ra | 
/ we pS ” =. af = ‘ oy ' 
| } Y Bye ‘ er oo pd Ee Pa 
| i oo =. — - wt . aye >” «her . se - >a 
i j bnny ay Ba po he Sie eaieen Gee pp bi gph pat ee etn apg py eggnog th Rg Bang 
Se ire poet one is ees Gud ts beng in deo soe ot a rite poorer Mery eee comet enh ugele cf Gases oan Pe 
| a nnies Ketnadediitind, tcnratiism ans wee peaemermes. 
ree agate on te fu were Tal ea ney srr ea po yo poop py yk to paeeker de oft tanta cand 
41 4 tractor om swarm, a) 0 pichap on mel! conuder a setegral part of theie carry seed, von errands, be bevy mare hens per worn have speeded the tw tach eperation: | ‘ 
| . Splash cee Roe ime hn egeg aeation 4 | i 
a “at , Le f ye, . 
i ‘ Adbir 4 FY oat } _ © aoa | 
c . (ae = a ; ar < ’ a 
: tae aot ‘J a = ¥ 
é ‘ ‘4 ys ess oa 
| | ages eee «(NG . O ae 
i | pA poh eama les wale ag pe peg they bg tng he 4 po + Sp epee Oe Re see 
| Sis oe cas Sp wows ‘nun Gestiers we comer whe Goduuies we aeaee pe man ect. ww ain cael clgeatamntnn atte, { 
| “L—“. Sadep ab trun tobiein cara Gphansiebonaeneadeaet Sweatimeten 
fe the oil tmdustry (as tm many sthers) the ‘Joep’ Many car deglers ove having ‘Jeeps’ te cerry air Br ortng ‘foapr’, lest tovestment is reqnived te v0 Thy low wthewene af the Seanad : 
| saw wd on schidle 1 gee me the job and batterses, tonls amd tou versie te hes customers Aeclen The Jeep four-wheel-drive well get treable prectcal for wee by frail preter, With euwheet 
/ ugh ctu ctawp Reovin anc pukt.netidiednaanmetcn Stratie cee Bee te i 
brome. iQonaaaa Sees aoe akhw=hinaa 
| } 
il a 
| EEE) 
SE 
; Zz 
EB oo nie 
ees 2 oe em Fe. «eee 
| ae ee Se see 4 tae 
(SS | ae e . i ” ae ‘’ 
i "3 Ee % as a a 3 od 
. ee a Page ae 
| &% Sk Be rad, 
i : Be a. Eee wD ee aS ® 
i || . i + 7. Ee eee f 
| i 3 > 3 ae 3 ie We S a 
5 ae Oe as ee +% ‘ 
rh en, eRe 
iba SS a i en 
| Z Saal Day ie a> 
Neu ba Pel ae 
ll 
oe uJ Et oe 
a ee spice ae 
pat a” ae, =. 
ae . 
| Keel Sales 
| 
| x 
| a 
| g ee 
| 3 pe 
' 
| ! Po 
| 
| Per 
| Mithril, Tye | 
| : PAM oc ick the best ) 
( y: a: / se (2 y, ® 
ae y “4g 
aE Se.) Pe ‘ al’ 833 @ (——— —- 
| “ — ie ee 
| ae . S 6B /S— SS: — 
/ & ow pays ‘ Bars —— —! = — —— ) eo “4 
| —— iat i ité‘S om SB SS G9 — 
| ~— | . ae D> ee VE a 
| y 3S See . iJ Sebl/et Li < 
| ‘ (£¢ ‘ be 2 im We = gaol a ) « we (OP) © © eA Ser \\J J, 
1 hae SHA bye Ale Mr 
Ch -ao- ee: , hen Jo Life) &: > 
CF tied — a. HEY\ a Af % ES / VOR pans a 
vy ae: . j ry a a ms oe y, - ‘ (+ 
) | po 60 Woe } Awe he ‘ 
7" Bins 6 ? h FEWER J 
. ~ q - a, J 2 ”. “ ty : 
= cm — ...° ; Ny 
| J = . an es Pe ee 2. * . a Y ( | 
d Ler ~~ ot . A 
.: : = - See ee | J 
i Lis, s = ' | 
eC - y/ ate > 
/t — 
tot FDF 
arg ten 5 4 , “= i - one he 5 Sen \ r : a 4 * 4 A J * <. 4 vs Ua. ao 4 ant a we ” ~ ; , ad = MT " = : 


“ ie 
r - re 


947 


s Building Supply 
le 
lon 


Advertising Age, June 9, 1947 


Dealers Urged 
to Cut Prices 


Cuicaco — Building materials 
prices can come down. 

Harold H. Rosenberg, editor and 
publisher of Building Supply 
News, takes that position in an 
editorial in the June issue of. the 
trade publication. 

“Building costs are too high,” 
dealers are told, “and you must 
do everything you can from your 
end to squeeze out any profiteer- 
ing within your power—not for a 
month or two, but as long as pres- 
ent conditions exist.” 

Mr. Rosenberg emphasizes that 
pbuilding supply dealers’ example 
in price cutting will “have an 
ever-widening ring of. influence” 
on contractors, builders and “clear 
down to the man with the ham- 
mer or the saw.” 

The editorial points out that 
dealers’ net profits are now low 
because of high tax rates and they 
should accordingly think more of 
the future and less about their im- 
mediate financial gain. It stresses 
that an increase in business, 
through price cuts, will make pos- 
sible savings in overhead costs per 
unit of sale. 

Mr. Rosenberg is president of 
Industrial Publications, publisher 
of Building Supply News and 
Practical Builder. | 


CONTRACTORS PREDICT | 
LITTLE PRICE DROP | 

SEATTLE — Construction costs 
“cannot return to prewar levels 
unless the nation suffers an eco- 
nomic catastrophe,” the Associ- 
ated General Contractors of Amer- 
ica, through its governing and ad- 
visory boards, has declared. 

The two boards jointly asserted 
that “reductions in costs will come | 
through elimination of Moni 


ties in business conditions, in- 
creased productivity of workmen, 


mént, development of more eco- | 
nomical methods of construction | 
and other factors. These will 
come about, but gradually.” 

The boards indicated that con- 
struction costs have reached a 
peak and will stabilize at a level 
perhaps slightly below present) 
costs but much above prewar | 
levels. 


Bureau Adds Governors 


The Bureau of Advertising, | 
American Newspaper Publishers | 
Association, has added the follow- | 
ing new members to its govern- 
ing board: Chesser M. Campbell, 
Chicago Tribune; Stuart M. Cham- 
bers, St. Louis Post-Dispatch; 
William G. Chandler, Scripps- 
Howard Newspapers, and E. B. 
Stahlman, Nashville Banner. 


Broadcasters to Meet 


New England women broadcast- | 
ers will hold their annual confer- | 
ence in Hartford, Conn., June 
13-15, as guests of Gov. Charles E. | 
McConaughty. Headquarters for | 


; e  eeeaaie will be at the Bond | 
tel, 


PDF Flint’s been advertising a drastic 


tm women's clothes.” 


increased efficiency by manage-| § 


2 Name Fashion Agency News and Drama— 


Filtrine Mfg. Company, water 


coolers and water filters, and Em- | All in 15 Minutes 


pire Safe Company have ap-| 
pointed Fashion Advertising Com-| NEw York — News of the day, 


pany, New York, to direct their | plus the adventures of a mythical 
advertising. /miss, both offered in a 15-minute 
program. 

| That is the sizable order Gen- 
F oe |eral Foods Sales Company has 
Barlow Advertising Agency, | jined up for itself in the new 


Syracuse, has been named to) ,, “i 
handle the advertising of Sara- Wendy Warren and the News 


toga Vichy Spring Company, | Show which takes over in the old 


Names Barlow Agency 


Saratoga Springs, N. Y. | Kate Smith noonday spot, starting 
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June 23. | AU Girls, Parents’ and Varsity. 
Following a summary of the|The campaign will be addressed 
news, the listeners will hear the | to mail order advertisers, retail 
latest doings of “Wendy Warren.” | shops and advertising agencies. 
The program will be heard across- 
the-board on CBS. 
Benton & Bowles is the agency. 


SELL BY MAIL 


Names Jasper, Lynch 


Parents’ Institute, New York,|| bet. this successful mail order advertising 
has appointed Jasper, Lynch & gegney shew you how te sell your morehandioe, 
Fishel, New York, to handle a ARTWIL COMPANY, Advertisin 


26-B West 48th St. @ New York 19, N. Y. 


special promotion on behalf of eG Gatton 4080 


the shopping sections of Calling 


=DUO-THERM= 


FUEL OIL APPLIANCES 


Yow, athoss Ue 
SIOSIY AWM OVeOS — 


as specialists in ILLUMI NATED 
} POINT-OF-SALE 
DISPLAYS 


New York Office, Circle 57570 « Chicago Office, Ardmore 9400 »* Los Angeles Office, Hempstead 4841) 


REPRESENTATIVES 


oa tag? 


* 


OHIO 
Headquarters 


a 


ACCESSORIES AF 


Advertisers large and small look to “Neon of Lima” for 
complete sign programs that identify their dealers and 
build a local tie-in with their national advertising. 

Nearly 20 years of specialization has won for us nation- 
wide recognition of “Headquarters for Brand identifica- 
tion Signs.’’ Extensive experience plus advanced mass- 
production facilities make us leaders in the sign field 
qualified to efficiently serve leaders in other fields. 

The fast-growing competitive buyer’s market makes 
localized tie-up of nationally advertised products a vital 
element in every merchandising program. 

If you have a brand identification problem, bring it to 
“Headquarters.” Write us now ... we'll gladly suggest a 
plan together with sketches and illustrative examples, 


without cost or obligation. 


AND FLUORESCENT SIGNS IN QUANTITY” 
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Steele Charts How! 
Negro Consumer | 


Spends His Dollar | 


New YorK—Two-thirds of the | 
Negro consumer dollar goes for 
food, clothing, insurance, savings 
and education, reports Edgar A. | 


Steele, director of research, Re-| Kellogg Switchboard & Supply | 


search Company of America, who 
has just completed a survey on 
how the Negro consumer spends 
his dollar. 

The Negro follows the same 
pattern as do all other peoples 
except concerning the purchase of 
food, where the largest part of his 
dollar is spent, Mr. Steele de- 
clares. Out of each dollar, he 
finds, 27.8 cents is spent for food, 
20 cents for clothing, another 20 
cents for insurance, savings and | 
education, and the remaining 32.2 | 
cents apportioned as follows: 7.5) 
cents for household, 5_ cents for | 
alcohol, 4 cents each for fuel and | 
transportation, 3.7 cents for drugs, 
3 cents each for furniture and | 
cosmetics, and 1 cent_each for) 
tobacco and automobiles. * 

Assuming a generally accepted | 
annual Negro income figure of 


$10 billion (although Mr. Steele. * 


claims, the annual total is nearer. 
$12 billion), this breakdown in-| 


RCA Shifts Williams 


Jack M. Williams, who has been 
advertising manager of the record 
department of RCA Victor, New 
York, has been appointed adver- 
tising manager of the home in- 
strument department. 


Names Veysada 
J.C. Veysada, formerly with the 


Company, Chicago, has _ been 
named sales manager of the Mas- 
ter Craft Decalcomania Company, 
Chicago. 


Kiely Joins Ludgin 

Eva Kiely, formerly assistant to 
the president and promotion di- 
rector of Associated Products, Inc., 
has joined the merchandising and 
research staff of Earle Ludgin & 
Co., Chicago agency. 


Dallas Agency 
Chief to Assist 
Anti-Smoke Drive 


| 


| Dattas—Not a single curl of 
‘cigar, pipe or cigaret smoke rose 
during about two dozen brief 
|after-dinner speeches. 

It was the organization meeting 
|of the Tobacco Education Associa- 
tion, formed with the intention of 
disseminating information nation- 
ally on the “harmful effects” of 
smoking. 

Most of the organizers are well- 
known Texas physicians. But in- 
|cluded is an advertising man, Al- 
‘bert Couchman, head of Couch- 
|m 
| Mr. 


Couchman conceded that 


| the movement will encounter re- 


sistance. He said: “The question 


is whether any large-scale pub- | 


licity can be secured in the in- 
terest of a movement which is 
so antagonistic to so large a seg- 
ment of the advertising industry.” 
Mr. Couchman, himself at one 
time a chain smoker, said that 
formation of the association was 
stimulated by the fact that “for 
the first time there is so much 
exact medical information at hand 
on the health hazards of smoking.” 


Lemberg Quits Sleeprite 

S. Richard Lemberg has re- 
|'signed as general sales manager 
|of Superior Sleeprite Corporation, 
New York. He will announce new 


| vacation. 
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‘Savage Joins BBDO 

Erle B. Savage Jr., for five 
| years assistant director of the 
| public relations department o6; 
_advertising and administration {o; 
|General Mills, has joined th, 
| Minneapolis office of Batten, Bar. 
|ton, Durstine & Osborn as pubiix 
/relations account executive. 


‘Fortune’ Ups Kegg 

| W. Boyd Kegg, assistant ¢ 
|W. H. Carey, advertising direcio; 
of Fortune, New York, has bee; 
named advertising manager of th: 
publication. 


To Wolfe-Jickling-Dow 
The Chicago, Duluth & Georgia; 

Bay Transit Company has name; 

| Wolfe - Jickling - Dow & Conkey 


an Advertising Agency, Dallas. plans when he returns from a_| Inc., Detroit, to handle the adver. 


|tising of the Georgian Bay Line 
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dicates the following drinual ex-.,. 


penditures: 
$2,780,000,000 for food 
2,000,000,000 for clothing 
2,000,000,000 for insurance, | 
savings and education 
750,000,000 
500,000,000 
400,000,000 
400,000,000 
370,000,000 
300,000,000 
300,000,000 
100,000,000 
100,000,000 


household 
alcohol | 
transportation | 
fuel 
drugs 
furniture 
cosmetics | 
tobacco 
automobiles 


for 
for 
for 
for 
for 
for 
for 
for 
for 


Heyn Joins Publix 


Robert E. Heyn, former presi- | 
dent of the operating division of | 
B.V.D. Corporation, and  vice-| 
president of B.V.D. Holding Com- | 
pany, New York, has joined the! 
Publix Shirt Corporation, New | 


‘York, in charge of Bruxton shirt | 


manufacturers division. He suc-| 
ceeds Harry Margolin, who has) 
resigned as head of Bruxton and | 
vice-president of Publix. Mr. | 
Margolin will continue to super- | 
vise the Bruxton operation until | 
Sept. 1. | 


Royal Brand to Walsh 


Royal Brand Clothing Company, | 
Montreal, manufacturer of Alpa- 
cama men’s overcoats, has named 
Walsh Advertising, Montreal, to, 
direct its account. A fall com- 
paign is planned, using daily 
newspapers across Canada, and 
radio for a period of eight weeks 
in Montreal, Toronto and Winni- 
peg. 


Incorporates Agency 

August Dorr Advertising, Mi- 
ami, Fla., has been incorporated 
under the name of August Dorr 
Advertising, Inc. 


yRATE, THOROUGH] 
AC LIPPING SERVICE 


Your ads, your competitors’ 
and dealers’ ads, news, pic- 
tures, editorials ... from 5,000 
magazines and newspapers. 
Publication name, date, and 
circulation attached to each 


Church Street, New York 7, N. 


6s 
he key to our future economic welfare is productiv- 
ity.” So concludes the Twentieth Century Fund in its 
monumental study, “America’s Needs and Resources” 


— just released, and headlined in the nation’s press 


ce N\SION or LUCK 


perform an astonishing 


a — 


A Teeth: th Contuy ’ 
iweDyp 


from coast to coast. 


“The Twentieth Century Fund is an endowed founda- 


tion for nonpartisan research on economic questions. 
It was founded in 1939 by Edward A. Filene, Boston 
merchant and philanthropist. The Fund has surveyed 


distribution costs, taxation, cartels, housing, foreign 


trade and other 


subjects. “America’s Needs and Re- 


sources” is its greatest study to date. 


While the Fund’s investigators were at work finding 
out that productivity (output per man hour) is the 
key to national prosperity, another group of investi- 
gators—consisting of MILL & FACTORY editors— 
was at work ‘finding the key to productivity. Each 
group worked independently of the other—each un- 


aware of the other’s study. 


EACH 


GROUP ANNOUNCED 


ITS FINDINGS SIMULTANEOUSLY — 


= 


Fund SURVEY Witten 


#8 VATIMArES rie 


: | 
AMERICA’S . 
NEEDS ¢ {ou 
RESOURCES 


P9880 AND 


oa 


By LF, ‘ 
Y Frederic Dewhurst © Associates 


“The key to our future economic welfare is productivity” 
©  —Keynote of the Twentieth Century Fund’s 875-page study, 
“America’s Needs and Resources,” just released 


MILL & FACTORY EDITORS BEGIN 


it began to decline. 


To find the cure for the 


PRODUCTIVITY INVESTIGATION IN LATE 1946 


But we needed no crystal ball to divine the need for a 
productivity survey. For high productivity is the rea- 
son the United States enjoys the world’s highest stand- 
ard of living. The productivity rate in this country 
rose almost uninterruptedly for 100 years. But in 1941 


decline, MILL & FACTORY 


editors began six months ago an extensive investiga- 


tion into every element involved in output per man 


hour 


— The Twentieth Century fund’s 875-page study detail- 


ing the need for increased productivity. 


— MILL & FACTORY’S May Productivity Handbook 


Issue, 684 pages, telling how to fulfill the need. 


men, methods, machines, and materials. 


@ Industry was fine-tooth-combed for the newest, 


successful means of 
productivity 


reversing the downtrend in 


Latest technological developments of makers of 


industrial equipment and materials were analyzed 


The coincidence may be due to vision, extra-sensory 


perception, farsightedness—or just plain chance. But 
whatever is the reason, it will go down as one of the 
most notable instances of editorial timing in the history 


of the business press. 


enlisted 


The skill and experience of authorities in incen- 
tive systems, employee suggestion programs and 
other management productivity stimulants were 
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Gets Food Account 

Newby & Peron, Chicago, has | 
been appointed to direct the ad-| | 
vertising of Sider Foods, Inc., Ar- | 
lington Heights, Ill. maker of 
jams, preserves and jellies, peanut 
butter, salad dressing and pickles. 
Fred F. Drucker, formerly adver- 
tising director of Gartner & 
Bender, Inc., and head of the! 
creative department of Kalom 
Advertising Agency, has been ap- 
pointed an account executive of 
the agency. 


Holds Teen-Age Party | 

The Nassau Daily Review-Star, | 
Hempstead, N. Y., recently held 
its first annual teen-age page | 


dinner, honoring the  teen- ~age | FOR THE ANGLERS—George E. Mosley (right), advertising manager of 
Seagram- Distillers Corp., New York, and ‘Murray Koff, assistant ad manager, 


editors from various Long Island 


Williams Heads Lambert 
Edward T. T. Williams, - for- 
merly chairman of the executive 


committee of Becton - Dickinson | 
Company, Rutherford, N. J., has! 


joined the Lambert Pharmacal 


Company, St. Louis, as president | 


and director. He succeeds John L. 


| Johnston, who becomes chairman | 
'of the board and continues as 


chief executive officer. Mr. Wil- 
liams will continue as a director 


'of the Rutherford company. 


| Nylon Sweaters to Bow 


Central Knitwear Corporation, 
New York, will introduce this | 
month a group of Glamour-Knit | 


|sweaters knit entirely of 100%-| 


pure nylon, recently developed by 


| Du Pont especially for sweaters. 


suburbs who had edited the daily, view the new Seagram game fish cyclopedia which is being made available to 
page during the year. Some 350) more than 8,000,000 licensed fishermen. 
high school students attended. 


offer the “book of knowledge," 
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Huge Depression 
Unlikely, Collins 
Advises Printers 


New YorkK—Thanks to an eco- 
nomic structure which contains 
many effective checks on sharp 
business declines, the long-pre- 
dicted American recession “may 
|be merely an orderly downward 
| price adjustment and the correc- 
_ tion of a badly distorted price re- 
| lationship,” Dr. G. Rowland Col- 
|lins, dean of the graduate school 
of business administration, New 
York University, has declared. 
| Dr. Collins was the principal 
speaker at the annual meeting of 


Hicks Advertising Agency, New | the New York Employing Printers 


Ads in outdoor and sports magazines’ York, is working out advertising | Acsociation. 


in map form, for $1 each. plans. 


..» MILL & FACTORY EDITORS 


feat of EDITORIAL TIMING... 


The key to increased productivity—a standard working 
manual showing industry how to raise output per man hour 
—MILL & FACTORY’S 684-page Productivity Handbook, 
published in May 1947 


INDUSTRIALISTS, LABOR LEADERS, 
AND GOVERNMENT OFFICIALS COOPERATE 


Our editors discussed the problem with industrialists, 
top labor leaders and government officials. We found 
them not only in complete accord with the purpose of 
the investigation, but eager to help. Each contributed 
his own special statement as to the need for labor and 
management to cooperate in increasing productivity, 
so that the American standard of living might resume 
its climb to greater heights. 


MILL & FACTORY PRODUCTIVITY PROJECT 
IS TREMENDOUSLY SUCCESSFUL 


Owing to the wholehearted cooperation given our edi- 
tors by industrial management, labor leaders, makers 
of industrial equipment and materials, and all others 
concerned with productivity, this epochal project sue- 
ceeded beyond our fondest hopes. 


The PRODUCTIVITY HANDBOOK ISSUE is a 
standard working manual that shows industry exactly 
how to gain the objectives which the Twentieth Cen- 
tury Fund declares are essential to America’s continu- 
ing prosperity. 


It is our greatest contribution to industry. The con- 
sensus of industry is that it is the most important project 
ever executed by an industrial publication. 


* * * * 


TYPICAL STATEMENTS BY INDUSTRIALISTS, 
LABOR LEADERS, AND GOVERNMENT OFFICIALS 
—IN THE PRODUCTIVITY HANDBOOK ISSUE 
“We have the world’s highest standard of living be- 
cause ... the tools of production have increased worker 
productivity ...”—H. H, Pease, President, National 

Machine Tool Builders Assn. 
“We must achieve increasing productivity so that all 
may benefit” —Wéilliam Green 
“To encourage technological improvement is sound 
economic policy” — John L. Lewis 
“Ever-increasing productivity is the only way we can 
attain higher standard of living”. W. Averell Harriman 
“The real way to get wage increases without raising 
prices and living costs is to... improve efficiency” 
—-Robert J. Watt, AFL 
* * * * 
MILL & FACTORY INVESTIGATION REACHES 
PRESIDENT’S ATTENTION 
John R. Steelman, Assistant to the President, was so 
impressed with the project that he brought it to the 
attention of President Truman. Later Mr. Steelman 
wrote us: 
“The President has expressed his gratification 
that so many leaders of labor and management 
agree to the necessity of greater productivity.” 


MILL & FACTORY 


A CONOVER-MAST PUBLICATION 
205 East 42nd Street, New York 17, N. Y. 


| The-checks which will help pre- 
vent a long slide or deep decline, 
he said, include liquid banks, an 
effective deposit insurance sys- 
tem, legally guaranteed farm 
prices, unemployment benefit pay- 
ments which serve as a cushion 
for reduced incoines, large invol- 
untary savings and the tremen- 
dous backlog of deferred demand 
for consumer durables. 

“Any recession that lies ahead 
| will be largely measured by the 
extent to which durables fail to 
take up the slack,’ Dr. Collins 
said. “I venture to guess that dur- 
ing 1947 the Federal Reserve 
| Board’s Index of Industrial Pro- 
; duction will not drop from its 
present level of 188 to 190 to 
| lower than 160... that the whole- 
| sale price index will probably not 
| drop more than 15% to 20% from 
its recent peak and that unem- 
| ployment will probably not climb 
| to more than 5,000,000.” 

Sampson R. Field, president of 
| Publishers Printing Company, was 
elected president of the associa- 
| tion, succeeding Daniel A. Mc- 
| Vicker, Brooklyn Eagle Press, and 
| A. F. Oakes, president of Charles 
Francis Press, was named vice- 
| president. 


| es le 
Appoints Foran 

| Stanley W. Foran, formerly di- 
rector of public relations and ex- 
bee development of Dr. Pepper 
| Company, Dallas, has been ap- 
| pointed head of the public rela- 
{tions department soon to be 
| inaugurated by Tracy-Locke Com- 
pany, Dallas agency. 


Names Kopmeyer Agency 


Weir Motors Company, Louis- 
ville, has named M. R. Kopmeyer 
Company, Louisville, to direct its 
| advertising. Radio, newspapers 
| and direct mail will be used. 


“PREFERENCES in 
INDUSTRIAL LITERATURE" 
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DeVry Plans Campaign 


DeVry Corporation, Chicago, 
will use motion picture and the- 
atrical trade publications to an- 
nounce its new “12,000 Series” 
theater projectors and amplifiers, 
starting this month with double- 
trucks and pages. A dealer-tie-in 
program also is planned. Mac- 
Donald-Cook Company, Chicago, 
is the agency. 


Orange-Crush Appoints 

John J. Doran, formerly divi- 
sional merchandising manager of 
Schenley Distillers Corporation, 
has’ been appointed advertising 
manager of Orange-Crush Com- 
pany, Chicago, succeeding Robert 
E. Brown, who has been named 
advertising manager of the affil- 
iated Inter-American Orange 
Crush Company. 


Splits Classified 

The Dallas Sunday News has 
split its classified advertising into 
two sections, running real estate 
and rentals in a business and agri- 
culture section, and the remainder 
in the local news section. 


News, Advertising, 
Readership 

Devoted to Building a 
Better Civilization 


THE CHRISTIAN SCIENCE MONITOR 
commands the respect and retains 
the loyalty of its readers because of 
its accuracy in world reporting and 
the reliability of its advertising. 

The MoniITOR has the depth of 
penetration that gets underneath 
the surface interest of its readers — 
right into where the sales action 
starts. The addition of this great 
newspaper to a media list has often 
made it possible for a sales manager 
to peg his year’s sales volume sub- 
stantially higher. 

MONITOR readers, beyond all other 


Peg your 
sales volume. 
higher with 


groups, ask for branded merchan- 
dise by name. Then, too, the 
“spendable income’’—— money avail- 
able for constructive spending — 
is decidedly above average ina 
MONITOR family. They prefer to 
spend this on products advertised 
in the MONITOR. 

Peg your sales volume higher by 
backing it with a planned program 
of MONITOR advertising tailor- 
made to your needs. 

THE CHRISTIAN SCIENCE MONITOR, 
One, Norway Street, Boston 15, 
Massachusetts. 


SPEAKING OF DEPTH OF PENETRATION, HERE IS WHAT ONE ADVERTISER 
SAYS: “We have used the Monitor for fifteen years, and we are go- 
ing to keep on using it because it offers the most responsive of all mar- 
kets; also because we believe it to be the highest quality single market 
among all the publications we use.” 


Branch Offices 


NEW YORK: 500 Fifth Avenue 
CHICAGO: 4333 N. Michigan Avenue 
DETROIT: 3-101 General Motors Building 
KANSAS CITY: 1002 Walnut Street 
SAN FRANCISCO: 625 Market Street 
LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 
PARIS: 56 Faubourg Saint Honore 
LONDON, W.C. 2: Connaught House, 
163/4 Strand 
GENEVA: 28 Rue du Cendrier 
SYDNEY: 46 Pict Street 
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Baby Shoe Sales 
via Drugstores 


Tested in East 


Boston — Ayers Shoe Corpora- 
tion, maker of babies’ and infants’ 
shoes, is running a two-week tes! 
sale in Weston, Mass., a Boston 
suburb, to determine the feasibil- 
ity of merchandising children’s 
shoes through drug stores. Deci- 
sion on further expansion of drug 
store shoe sales will be made at 
the conclusion of the test period. 

Although the company had not 
planned originally to use drug 
stores as outlets, a chance discus- 
sion in a Weston drug store led 
attorney J. Robert Ayers to ex- 
amine the possible market. 

Like many smaller 'communi- 
ties, Weston has no shoe store. 
Virtually every community has a 
drug store. Mr. Ayers thinks that 
drug chains could easily handle 
children’s shoes, possibly at lower 
prices. 

The company feels that mothers 
spend the greater part of their 
baby-expense money in drug 
\stores and that sale of the shoes 
_ there would be a natural tie-in. 
| The company has been making 
|/shoes for about a year and a half 
| by a special process developed by 
Mr. Ayers’ father, Fred L. Ayers, 
| which is said to make the shoes 
|extremely flexible. The process 
|depends on the materials used in 
between the soles, the inventor 
| declares. 
| Output of the Boston plant now 
| is 1,000 pairs weekly, but, accord- 
-ing to the younger Mr. Ayers, 
| production can be stepped up con- 
| siderably. 


a 
ANPA Bureau Names 
Grinham Retail Head 


| The Bureau of Advertising, 
| American Newspaper Publishers 
Association, has appointed George 
|Grinham, local advertising man- 
ager of the St. Louis Globe-Demo- 
crat, as chairman of its retail 
committee, succeeding George 
Steele, local advertising manager 
of the Philadelphia Bulletin, re- 
signed. Mr. Grinham has been a 
committee member since’ 1945 
and its vice-chairman for the last 
year. 

Herbert G. Wyman, advertising 
|director of the Pittsburgh Post- 
Gazette and a new member of the 
committee, becomes vice-chair- 
man, with Charles J. Davis Jr. of 
the Providence Journal & Evening 
Bulletin remaining as secretary- 
treasurer. In addition to Mr. 
Wyman, four new committee 
members chosen to replace those 
whose terms have expired include 
Thomas J. Cochrane, advertising 
manager, New York Daily News: 
IJ. J. Atkinson, advertising man- 
| ager, Seattle Post-Intelligencer; 
|Richard Hale, advertising man- 
| ager, Shreveport Times, and H. H. 
| MacLean, manager, retail stores 
division, Scripps-Howard News- 
papers. 


‘George Close Appointed 


| George D. Close, Inc., has been 


/appointed national representative 
of the Times-Star, Alameda, C2! 


Appoints Mansfield 


J. M. Reilly Company, Bost, 
has appointed John E. Mansfi:'d 
production manager. 
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... PICTORIAL REVIEW HUSBANDS 
BOUGHT 90.000 WORTH! 


IT’S ONLY NATURAL, SINCE 


Nowhere ElS@ does such a star- 
studded cast of writers and artists go to 
work to help you sell 


BY} 
OTalttlate 
‘ aif 


NOWTICTE {I among magazines 
does the magnetism of /ocal entertain- 


ment news draw people to your story 


: mor 
. elias q wae 


hielo 258 is advertising so 
rigidly limited in order to assure your 
message of spotlight visibility 
NOW can you pick your 
markets—from 1 to 10—as you like 


How often can you take the pitcher to 
the well? It seems that when the well is 
as wide and deep and rich as Pictorial 
Review you can scoop up full pitchers 
without limit. : 


Look at the experience of the D. 
Van Nostrand Company. Not once—not 
twice—but three times they repeated the 
same ad. And every time, Pictorial 


IN OVER 6,250,000 HOMES 


Review's home-body husbands forked 
over $30,000 ...a total of $90,000 
worth of orders. 


And that’s real money in any man’s 
language. Every week or any week you 
can reach this same responsive well of 
home-owning, home-loving families 
through Pictorial Review. Dip in, and 
fill your pitcher. 


FROM COAST TO COAST 


covering 10 major markets through the Sunday issues of 


New York Journal-American 
Baltimore American 


Pittsburgh Sun-Telegraph 


Detroit Times 
Chicago Herald-American 
*Milwaukee Sentinel 


Los Angeles Examiner 
San Francisco Examiner 
Seattle Post-Intelligencer 


Boston Advertiser 


(*Milwaukee Sentinel represented for Pictorial Review only) 
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hat’s an interesting question for any 
advertiser to ask about this “Sth Cover’... 


It’s the only cover in the magazine busi- 
ness that’s not reserved for a few favored 
advertisers. Instead, it adds an extra shot 
of sales power to every advertisement on 


every page in the book. 


This 5th Cover— The Sunday news- 
paper THIS WEEK Magazine comes wrapped 
in — adds an “extra ingredient” to the 
whole magazine. THIS WEEK becomes more 
than a national magazine; it takes on the 


local sales impact of the Sunday newspaper. 


And your magazine campaign becomes 
more than a leisurely, long-range sales tool. 
It takes on the read-it-today-and-buy-it-to- 


THIS WEER 


8% MILLION CIRCULATION CMagagine— 01 


morrow power of America’s greatest shop- 


ping medium—the Sunday newspaper. 


And this year, with production catching 
up with demand, many magazine adver- 
tisers need this immediate sales punch. 
They want to make not only friends for the 
future, but customers for today. 


xk * * 
THIS WEEK offers you today the power 


and prestige of a national magazine in over 
8% million homes (every 4th home in the 
nation). Plus the influence of 24 great news- 
papers where your key dealers in your key 
markets do their own advertising —and ring 
up sales the very next day. 


Where else on your present magazine 


list can you make one advertisement do 
all that P 


AND 24 OF AMERICA’S MOST INFLUENTIAL NEWSPAPERS 


The Atlanta Journal 

The Baltimore Sunday Sun 
The Birmingham News 
The Boston Herald 

The Chicago Daily News* 
The Cincinnati Enquirer 
Cleveland Plain Dealer 


The Dallas Morning News 


*Saturday Edition 


Des Moines Sunday Register 


The Detroit News 

The Indianapolis Star 

Los Angeles Times 

The Memphis Commercial Appeal 
The Milwaukee Journal 
Minneapolis Sunday Tribune 


New York Herald Tribune 


The Philadelphia Sunday Bulletin 
The Pittsburgh Press 

Portland Oregon Journal 
Rochester Democrat & Chronicle 
St. Louis Globe-Democrat 

San Francisco Chronicle 

The Spokane Spokesman-Review 


The Washington Sunday Star 
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Haire Elected 
ABP President: 
Hamm Is V.P. 


Hot Sprincs, Va.—Andrew J. 
Haire, president of Haire Publish- 
ing Company, New York, which 
issues 11 business 
papers, was 
elected president 
| of the Associated 

Business Papers 
at the 22nd spring 
; conference held 


J 


Food Industries and Metallurgical | 
Engineering, retiring president, | 
who becomes chairman of the} 
board, and George O. Hays, Pen- | 
ton Publishing Company; Robert 
Luchars, Industrial Press; James 
G. Lyne, Simmons - Boardman | 
Publishing Company; H. Judd} 
Payne, F. W. Dodge Corporation, 
and Charles Price, Keeney Pub- 
lishing Company. 


Two Join Kirksey 


H. Grady Chandler Jr. and Pat- 
trick Nicholson III have joined 
the staff of George Kirksey, pub- 
lic relations counselor, Houston. 


| 


Bee Angell Elected 
AMA Chapter President 


Bee Angell, Bee Angell & As- | 
sociates, marketing research firm, | 
has been elected president of the | 
St. Louis chapter 
of the American , 
Marketing Asso- 
ciation. She is 
the first woman 
to be elected head 
of an AMA chap- 
ter. 

Other officers 
elected are: Wil- 
liam C. Edwards, 
D’Arcy Advertis- 


By STANLEY E. COH 


|End Movie Ticket Tax Now, 


Ted Gamble Asks Congress 
WASHINGTON—Ted Gamble, for- 
mer Treasury war bond chief, was 
back before the House ways and 
means committee. This time he 


EN, Washington Editor 


|expensive grades of paper, Hay- 
/den supported a $231,000 increase 
|in printing funds for the Pos: 
| Office Department. 
co oh bs 
June and July will be difficu 
months for thousands of govern. 


here May 31. Mr. 
Haire was for- 
merly vice-presi- 
dent of ABP. 


ing Company, 
first vice - presi- 
dent, and An- 


appeared as “a small business | ment workers here and elsewher 
man” operating theaters in Ohio, | lie 


: : >| Some are living in const n- 
Pennsylvania, Indiana and Ore- | 9 ant dan 


|Mr. Chandler was formerly gen- 


Bee Angell 
|eral traffic manager and_ sales . 


- : . ° Sn 
|manager of Pioneer Air Lines,|thony Neher, Century Electric| gon to ask Congress to kill the | 2°" of losing their jobs. Others 
ouston, an r. Nicholson was|Company, second vice-president. . gr |face enforced vacations withou 
E. F. Hamm rece to Boy Asien Pete Company d vi ident 20% tax on movie tickets. 7 b j “A ti j ee 
Jr., president of Andrew Haire | ’ of per- rn He rated movies as much a|P@Y because there are no funds to 
A /sonnel relations for Freeport 1- 5 , ; i 
Traffic Serv- chee “teisamee. “Peespert A Agencies Share Account [jecessity as magazines, radio and eg P cages. part of Jun 
ice Corporation, Chicago, was! and New Orleans. : ’| The Massachusetts Industrial} books, and asked the committee |- ee “ r Sica hed Jaces in 
elected vice-president of the busi- smtp ace ao ve pre pA a sor has|not to judge the average theater ne pods epee by rh un- 
’ tati name e following Boston agen-| cant; a gres- 
P.M qr Semen, ane | NAB Meets Sept. 15-18 cies to handle its accounts: Cham- ee Mee rater 600—"by the | sional handling of 1948 budget Se 
: . Fahrendorf, Chilton Com- | ; : sgn magnificent palaces seen in the|}. é 
| The 25th annual meeting and| bers & Wiswell, recreation; James centers of cur erent cities.” bills. Only two bills have reached —_ 
pany, was named treasurer. ‘convention of the National Asso-|Thomas Chirurg, Inc., industrial, : ee, Cane. , |the Senate floor; several have yet 
The new ABP executive com-| ciation of Broadcasters will be|and Hoag & Provandie, agricul- With business off 15% to 35%, 


mittee includes M. A. Williamson, | held in Atlantic City Sept. 15-18. 


| ture. 
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The last in a series of frank talks about the aluminum industry and Alcoa. 


High wages? Low prices? 


That’s the Alcoa record... 


There has been a tremendous amount of 
postwar discussion about the feasibility 
of lowering prices in the face of constantly 
rising labor costs. Without entering into a 
long, drawn-out recital of the pros and cons 
on the matter, Alcoa would like to point 
out its record in this connection—a record 
| the company believes is hard to match in 
any other American industry. 

Briefly, Alcoa’s current wage rates repre- 
sent an increase of approximately 75 per 
cent over the rates in effect during the year 
1939, whereas the basic price of aluminum 
over that same period has been reduced 30 
per cent. 

Folks, that’s quite a record. Certainly 
it’s one that is unmatched by the makers 
of any other commercial metal. Some of 
the reasons why it has been possible to 
establish lower prices, despite almost uni- 
versal economic trends in the opposite 
direction, have been discussed in earlier 
advertisements of this series. 

Many folks quite naturally have over- 
looked the fact that aluminum prices are 
down. That’s to be expected when almost 
| everything else has been going up—up- 
up. But a comparison of Alcoa’s prices on 

all the products it makes shows that in a 
healthy majority of the categories, prices 
are substantially below those in effect at 
the end of 1939. 

It’s economic common sense that lower 


prices are the key to broadening markets 
for aluminum. Alcoa hopes that it will be 
able to continue to hold the line on prices 
at the present low marks. The ability of 
the company to do it will depend largely 
on increased employee productivity 
throughout the organization. High pro- 
ductivity is the only way of meeting in- 
creased costs of manufacture. 

Alcoa people believe in America’s future. 
They feel that their ability to provide 
more and better—and cheaper—aluminum 
for America’s markets is an important 
contribution to national stability, as well 
as to better living for all of us who call 
America our home. 


* * * 


The company has gotten a great deal of 
pleasure out of being able to bring this 
series of frank talks to you. It’s hoped 
that you feel you know us better as a 
result of these over-the-back-fence dis- 
cussions. In looking back on the series, 
it’s surprising how many things were cov- 
ered concerning the who, what, where, 
when, why, and how of the industry and 
our company. The many letters you’ve 
written have been most gratifying. 

If you’d like to have the complete series 
in booklet form, just drop a letter or post- 
card requesting a copy to the address 
below, and one will be sent to you shortly. 


ALCOA 


ALUMINUM COMPANY OF AMERICA 
1882 GULF BUILDING - PITTSBURGH 19, PENNA. 
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tax relief is “constructive ana} 


timely,” he said, for “‘it is singular | ; 


to the theater business that profit | 
is confined to the top layer of | 
gross business.” 

He offered an attractive pack- 
age: “No tax change would be} 
more conspicuous for so long and | 
constantly affect so large a pro- 
portion of the public.” 

Tax elimination would imme- 
diately be reflected in lower ad- 
mission prices, and “theaters 
would naturally use their screens, | 
lobbies, box-office signs and all 
other means of publicity to in- 
form millions of movie-goers of 
the savings,” he added. 

ok oe * 

Since Ted Gamble and his movie 
theaters are not the only ones 
with potent arguments against 
various excise taxes, the commit- 
tee has some difficult decisions to 


make. Railroads, truckers, air- 

lines, telegraph and_ telephone 

companies and others all see these 

levies as “discriminatory” and 

“troublesome” impositions on 

themselves and their customers. 
co by % 


Lt. Gen. J. Lawton Collins made 
a fast recovery from a difficult 
spot before a House appropriations | 
committee recently. As head of 
War Department’s public infor- 
mation division, he was explain- 
ing that “the Army of a democ- | 
racy” must explain its activities | 
to the people. 

“This is not a democracy. It 
constitutional 


republic,” | 


snapped Rep. Errett P. Scrivner | 


| (R., Kan.), 


who felt the word 


| “democracy” was too often used | 


| by Communists. 


Collins, who | 


three years ago was leading | 


American armies across France, | 


used the opening: ‘Communists 
exploit every opportunity to dis- | 
credit the Army,” he said. ‘Unless | 
we keep the people informed, it | 
will be hard for them to see} 
through these attacks.” | 
* ms as | 

The Congressional attacks on 
government public relations hit | 
something of a peak during Sen- | 
ate hearings on the $1% billion 
Post Office budget. Informed that 


the Post Office Department had} 
four public relations men, Sen. | 
| Clyde Reed (R., Kan.) asked, | 


“Couldn’t this be cut down?” 
a % * 

The woes of the public printer, 
begging, arguing and pleading 
with people not to slow the gov- 
ernment down, were told to the 
Senate appropriations committee 
by Sen. Carl Hayden (D., Ariz.), 
a member of the joint Congres- 
sional committee on printing. Ac- 
cording to Hayden, “big publish- 
ers” like Curtis and Time and 
Life, who get “an enormous price 
for their advertising” are taking | 
the output of 20 paper mills that 
formerly bid on government con- 
tracts. Because the public printer 
often is forced to accept more | 


iJ ohnson, New 


| motional 


|pany’s drug and 


to reach the House floor. Most 
bills face a long death struggle 
in conference to reconcile con- 
flicting House and Senate ver- 
sions. 
k Bo 1K 

As fast as war agencies de- 
mobilize, permanent agencies ap- 
ply for permission to end their 
wartime “exile” outside Washing- 
ton. The Patent Office is already 
back from Richmond; Securities 
Exchange Commission is anxious 
to come here from Philadelphia; 
tobacco tax unit of Internal Reve- 
nue Bureau is returning from 
Greensboro, N. C. While Wash- 
ington at one time had 221,288 
federal workers, it is interesting 
to remember that California, with 
212,912, was not far behind, and 
New York was a close third with 
192,596. 

ws oR BS 

Proposed FTC rules for the $56,- 
000,000 doll and stuffed toy in- 
dustry deal with tie-in sales, 
consignment selling, returns and 
false invoicing. The industry is 
anxious to cut the amount of 
merchandise returned by its dis- 
tributors. A statement of policy 
accompanying the rules assails the 
practice of permitting credits and 
refunds on merchandise “without 


| just cause.” Such practices create 


waste and loss, and increase the 
cost of doing business, to the 
detriment of both the industry 
and the public, the statement de- 
clares. 


Underwood Appointed 
V.P. of Lehn & Fink 


John Allen Underwood, presi- 
dent of Personal Products Corpo- 
ration, Milltown, N. J., and direc- 
tor of Johnson & 


Brunswick, has 
been appointed 
vice-president of 
Lehn & Fink 
Products Corpo- 
ration, New 
York. Mr. Un- 
derwood will 
have charge of 
all sales and pro- 
activi- 
ties of the com- 


Prd 


J. A. Underwood 


professional products including 
Lysol disinfectant, Hinds Honey & 
Almond Cream, Etiquet deodora'' 
Pebeco toothpaste and other s| 


| cialties. 


Donald J. Finlayson will co:- 
tinue as sales manager and Jo! 
A. Hise Jr., as sales promot! 
manager. 


Names Piedmont Agency 


Business Associates, I! 
Raleigh, N. C., bookkeeping a! 
tax preparation, consultant a! 
advisory service for small bus 
ness, has appointed Piedmont A 
vertising Agency, Salisbury, 
handle advertising. Test ca” 
paigns are being planned for t 
Carolinas and Virginia, wus!! 
newspapers, radio, direct mail a! 
sound films. 


7 


>» 


” Advertising Age, June 9, 147 
| = se : 
= : : Z O - ie 4 
= Th W. A. Shee 214 g A ; D h oo 
OE CEC 
ss | 
| 4 s. * e £ 
| 
| 
| ee . : 
| mm a 
| | ee a 
| 
il aoe oO = 
ay . 
po 
| 
| 
ee a 


3 
3 
3 


ARIZONA AL SEZ: 


Thar's sumthin’ out h'yar that 
gets ‘em an keeps ‘em comin’ 
back till they stick . . . Makes it 
doggone worth while fer the 
hombre with sumthin’ to sell! 


PHOENIX, ARIZONA 


IF IT 1S, MISTER, 
THEN LISTEN TO THIS... 


High on the mesatops in Arizona's Navajoland 
is Walpi---ancient shrine of the Hopi Indians. 
Their weird and barbaric Snake dance was cen- 
turies old even before the arrival of the white 
man. This is only one of the many spectacular 
pageants that annually attract thousands of 
tourists to Arizona. 


But Arizona has far more to offer advertisers 
than ancient ceremonial dancers. In the nation- 
wide reshuffling of population since 1940, of all 
of the states recording increases, Arizona 


ranked third. This represents an increase of 
32.2%! 


Advertisers can best reach this buying, ex- 
panding, "Sunshine Capitol of America" in the 


Phoenix REPUBLIC and GAZETTE the news- 7 

— apers that two out of three Arizona families sit 
a, 7 

= __ buy, read, and trust. it 

. 
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REPUBLIC AND GAZETTE 


REPRESENTED BY KELLY-SMITH COMPANY 
NEW YORK * CHICAGO * SAN FRANCISCO * DETROIT * ATLANTA * PHILADELPHIA * BOSTON 
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‘Prints Servicing Book 
Hotpoint, Inc., Chicago, has 
|prepared a training ‘“encyclo- 
paedia”’ on its appliances to help 
dealers train new service em- 
ployes. It provides complete serv- 


COLORFUL 


has built a multi- appliances ever made by the com- 
m7 | pany. 


icing information on all the major | 


Staehle to Set — by Bernard Dolan, sales 


| promotion manager, Peter A. 


Keynote for 29th iia ‘Mateteliec, manager 
NIAA Meeting - 


advertising and market re- 

'search, Rockwell Mfg. Company, 
MILWAUKEE—Alfred M. Staehle,| has been nominated as chairman 
the NIAA board of directors, 
the nominating committee 


publisher of Factory Management | of 
'and Maintenance, will set the key- and 


Legos 


. a ‘note for the silver anniversary 
Hart Joins Whiton conference of the National In- 
Thomas G. Hart, formerly gen- ‘dustrial Advertisers Association 
eral sales manager of Terry Steam | here next week with the warning 
Turbine Company, Hartford, has | that “It’s Time to Challenge Mar- 
joined Whiton Machine Company, /keting Traditions.” 
New London, Conn., in the same) The McGraw - Hill Publishing 
capacity. Ponte executive will address 
|NIAA members at the morning 
|session June 16. Advance regis- 
| trations indicate that from 700 to 
800 conferees will attend the 


‘CORONET 


HAR 9515 « DEL5560 


CHICAGO ded 
612 NO. MICHIGAN AVi 


|day meeting, June 15-18. 

| At a closed meeting earlier 
| Monday, NIAA members will 
|elect officers and hear a presenta- 
| tion of the association’s new pro- 


414 SO. STATE STREET 


named W. Lane Witt to continue 
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|Inec., Chicago, will discuss “Cy t- 
‘ting Industrial Distribution Cost.” 
|}also at the Monday morning ses- 
| sion. 

Formal conference announce. 
|ment will be made Monday after. 
/noon of the McGraw-Hill NIAA 
|chapter award to be made an- 
/nually, by Curtis W. McGraw 
/senior vice-president of McGraw. 


|various sessions during the four-| 


_as president and general manager. | Hill. W. Lane Witt, NIAA’s presi- 
| Vice-presidents nominated include| dent and general manager, wi! 
Bernard Dolan, New York; Ed make the response for the asso- 
Hurlburt, Rochester; Louis J. Ott, | cjation. Speakers at the after- 
Cleveland; W. A. Bates, Montreal; noon session will include Joh» 
|Harry G. Hoffman, Milwaukee; | David Gill, economist and directo; 
|George C. McNutt, San Francisco; | of Atlantic Refining Company, or 
Gene P. Robers, Cleveland, and | “America’s No. 1 Economic Prob. 
Don Bertke, Cincinnati. William) lem,” and Arthur H. Motley 
'D. Krelley, Chicago, was nomi-| president of Parade Publication 
nated for secretary-treasurer. ‘on “Public Relations in Selling.’ 
| The advertising manager’s “new 
|opportunity for added service” 
Richard D. Crisp, formerly sales | will come in for attention at the 
analyst with S. C. Johnson & Son,| Tuesday morning session, with 
and newly-appointed market re- | Richard P. Dodds, vice-president 
‘search director of Tatham-Laird, | °f Lang, Fisher & Stashower, pre- 
|siding. Other morning speakers 


To Announce Award 


Should Know What 
- PRINTING PRODUCTS CORPORATIO 


Gn 


Equipment and Organization is unusual — Operation is Day and Night. 


Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


7 is a large volume of the kind of printing Printing Products 
Corporation is best equipped and organized to produce, so if in 
doubt, it is best to write or phone what is wanted and information will 
be promptly given. 

Here is complete equipment and organization to handle all or any part 
of printing orders in which we specialize—from ILLUSTRATIONS 
and COPY to MAILING. 

Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 
Business methods and financial standing .are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
Products Corporation and associates over $1,000,000 highest standing. 


because of up-to-date equipment and best workmen. | 
because of automatic machinery and day and night operation. 
Right Price 
because of superior facilities and efficient management. 


A printing connection with a large, reliable printing establishment 
will save much anxiety regarding attentive service, 
quality and delivery. 


print. 


printing 
the great 


Products 


(THE FORMER ROGERS AND HALL COMPANY) 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 
L. C. HOPPE 
Vice Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


Telephone Wabash 3380—tLocal and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall 
Company plant) 


New Display Type 
for all printing orders. DMAA’s showmanship plaque will 


Clean Linotype 


Monotype and Ludiow 
typesetting. 


All Standard Faces 


of type and special 
faces, if desired. 


Good Presswork— 
one or more colors. 


Facilities for Binding 


as fast as the presses 


Mailing and Delivery 


service as fast as } 
copies are completed. 


A SAVING is often obtained 
in shipping or mailing when 
is done in Chicago, 


distributing point. 


S 
\t 
1 
we ARE STRONG on our SPEC” 


| will include Donald R. G. Cowan 
| head of Donald R. G. Cowan and 
me | | Associates, on “Research to Meet 
| Industrial Advertisers’ Needs” 
|William I. Ong, public relations 
‘director of American Steel & Wire 
Company, on “Public Relations— 
| Some New Viewpoints”; and Gene 
| P. Robers, sales promotion man- 
,ager of the Weatherhead Com- 
| pany, on “Sales Promotion—What 
| It Is and What It Does When 
| Properly Used.” 


Tuesday Speakers 


Speakers at the Tuesday lunch- 
| eon will include Floyd Chalmers, 
|executive vice-president, Maclean- 


| Hunter Publishing Company, To- 
|ronto, who will point up Canada 
as the United States’ biggest mar- 
|ket; Roy Larsen, president of 
| Time, on “Time Looks at Indus- 
try”; and Dr. Farrington Daniels, 
| University of Wisconsin professor 
| of chemistry, on “Atomic Energy 
'in Industry.” 

The annual presentation of 
awards and panels exhibit will 
be held Wednesday morning, and 


| 
| 
} 
| 


|} be presented. Speakers at the 
concluding session will include 
Robert Newcomb, of Newcomb & 
Sammons, on “A New Approach 
in House Publications’; J. H 
|Thomson, manager of apparatus 
| and industry advertising, Wes- 
| tinghouse Electric Corporation, on 
‘an “Advertising Repetition Study” 
and Jay O. Ferch, advertising 
|manager, Globe-Union, Inc., on 
“Modern Visual Selling Methods.” 

Conference sessions will be held 
|at the Schroeder Hotel. Advance 
|registration is set for Sunday. 
| with members offered a cabaret 
/party, dinner, entertainment and 
dancing that evening. 


Gillet Appoints Foley 

| Richard A. Foley Advertising 
| Agency, Philadelphia, has _ bee! 
|appointed to direct the advertis- 
|ing of Martin Gillet & Co., Bal! 
| more, manufacturer of House 0! 
|Lord’s tea, mayonnaise, tartal 
| sauce, puddings and other pack 
aged products. Newspapers, il 
cards, radio and point-of-sale ma- 
| terial will be used in easte!! 
| markets. 


LOOK IT UP in 
the MARKET DATA BOOK' 


INDUSTRIAL 
MRRRETING 
<—c— 


central market and 


—— 


H. J. WHITCOMB 


Vice President anti 
Assistant Director of 
Sales 


L. C. HOPPE 
Secretary 
W. E. FREELAND 


CONSUMER MARKETS EDITION 


Treasurer * 


BUSINESS PUBLICATIONS EDITION 
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THIS IS NO TIME FOR RECESSION 
AND IT IS CERTAINLY NO TIME 


for 


Overnight changes of policy! °¢ 
Editorial opportunism! ¢ 


“‘Rush-Job” technical treatment! 
Smoke-screen promotion! 


“Other industry “ politics! 


Since the incorporation of AVIATION and AVIATION 
NEWS into a weekly, | have received many calls and 
letters from our advertisers and subscribers asking if 
this move would affect the policy of AERO DIGEST. 

The answer is NO. Just as AVIATION's inception as 
a McGraw-Hill publication in 1929, and AVIATION 
NEWS’ beginning in 1943 had no effect on our estab- 
lished policies, so also will their departure have none. 
In April of this, our twenty-fifth year, | took occasion to 
restate the policy on which AERO DIGEST was founded 
back in April 1922. By uncompromising adherence to 
that policy, AERO DIGEST has maintained an editorial 
quality and vitality that is unmatched in the field of 
aeronautical publishing. 

Now, | think, is an opportune time to again restate 
that 25 year old purpose... 


"... to serve the interest of the man who flies, 
the man who manufactures, the man who pays 
—that is, the citizen, the nation as a whole, and, 
in a sense, the world. The DIGEST has but one 
plank in its editorial platform —to render the 
maximum service.” 


Because the aviation industry is its one and only 
interest, AERO DIGEST has maintained its INDEPEND- 
ENCE. Its publication each month is not contingent 
upon the far flung interests of the food, textile, coal, 
and bus industries. Every member of its staff, from 
publisher down to the lad who runs the errands, draws 
his salary from the aviation industry alone. 

Constantly alive to, and in the thick of the ever- 
changing, ever-growing aeronautical industry, AERO 
DIGEST has consistently functioned as the forum for 
aeronautics — technical, military, commercial and pri- 
vate. Its policy has never staggered under a superstruc- 
ture of department heads and interoffice red tape. We 
have little to do with coal mining, chemistry, canning, 
or bus transportation — but we do know our own industry. 

This quote from my January 1947 Editorial empha- 
sizes our implicit faith in it, and why there is more 
need now than ever before for AERO DIGEST to remain 
unchanged... 


“Keep your chin up. Do not let the headlines 
scare you. The aviation industry is not going to 
collapse, so do not get unduly pessimistic. Basic- 


ally the industry is sound — more so today than 
ever before since its birth at Kitty Hawk. Prob- 
lems we have, yes, many of them, but they will 
be quickly overcome .. . Let the groaners and 
spineless howl; the quicker they fall on the side- 
lines the faster the industry will go forward.” 


Therefore, in the future, as in the past quarter 
century, AERO DIGEST will continue to support your 
industry with the same courage, competence, and 
indomitable spirit which have established it as the 
most influential publishing force in the sphere of aero- 
nautics. Our staff of technical experts and top aviation 
writers will continue en force. 

Our advertising costs will remain the lowest. We shall 
seek no inflated and worthless newsstand circulation 
as an excuse to “up” our rates. This traditional AERO 
DIGEST attitude needs no further elaboration than this 
excerpt from our April 1947 editorial: 


"We know that the industry is in the throes of 
rehabilitation. We publish this magazine not 
alone to make money but to serve an industry 
that we love. We feel that we have had a small 
part in developing a cause that will do more to 
promote universal peace throughout the world 
than any other force yet created — and if this 
proves to be true, we will have been repaid 
in full.” 


We have battled for twenty-five years — the longest 
record of experience in the aviation publishing field — 
and we shall continue to battle for another twenty-five 
years, whenever the best interests of your industry are 


AERO DIGEST 


515 Madison Avenue, New York 22, N. Y. 
America's Premier Aeronautical Magazine 
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DO YOU KNOW... 


1. What audience turnover you get when you use 


one, two, three, four or five newspaper ads per 
week? 


2. Who buys what, how much, and how often? 


3. What changes take place periodically in con- 
sumer buying of your brands ... and your 
competitors’ brands? 


4. What size newspaper ad in certain classifica- 
tions gives you most for your money? 


S. How much time people spend reading their 
daily newspapers? 


6. How people read their daily newspapers . . . 
by age, sex education and economic levels; and 
how this compares with magazine reading and 
radio listening? 


Now, as a result of A.N.A.N.’s far-reaching re- 
search projects, you can get the answers to these 
and other equally significant questions. They are set 
forth in a new color-slide presentation which we 
will be glad to show you at your convenience. . . in 
your office or ours. 


Objective research on an impartial plane is just 
one of many contributions A.N.A.N. is making 
toward more profitable advertising for your product. 
Here are some others... 


THE LARGEST DAILY AUDIENCE ever made available 
in one package: 13,357,000. daily circulation, reaching 
one-third of the nation’s families . . . 16,907,000 Sunday 
circulation, reaching two-fifths of all U. S. families. 


THE MIGHTY LOCAL IMPACT of the local newspaper, 
harnessed at last into a truly national medium. 


INTENSIVE COVERAGE of the high-profit counties... 
the 318 counties which account for 72% of the nation’s 
retail business and in which over 80% of A.N.A.N.’s 
circulation is concentrated. And in addition, A.N.A.N. 
delivers 2,219,000 families on weekdays, 3,089,000 fam- 
ilies on Sundays in important supplementary counties. 


VOLUME AND FREQUENCY DISCOUNTS... to make 
your advertising dollars go further, work harder. 


ONE ORDER, ONE BILL... plus, if you wish, a com- 
plete checking service. 

COUNTY -BY-COUNTY market and media data.. - 
compiled to your order on 48 hours’ notice and without 
cost, if you are a prospective A.N.A.N. advertiser. 


BROAD FLEXIBILITY... a choice of your best market- 
ing areas, on a national or regional basis. 


American Newspaper Advertising Network, Inc. 


NEW YORK DETROIT CHICAGO 


220 East 42nd Street, Tel. MU 7-7177 700 Buhl Bidg., Tel. CADillac 3020 


6 North Michigan Avenue, Tel. STAte 2944 
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* Write, wire or phone for a showing of A.N.A.N.'s new 
“a research color-slide presentation...in your office or ours. 
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m- | 53 productive newspapers...Circulation 13,357,000 daily; 16,907,000 Sunday 


ke ATLANTA JOURNAL HARTFORD COURANT PORTLAND OREGON JOURNAL 
*AMARILLO GLOBE, NEWS INDIANAPOLIS NEWS PROVIDENCE JOURNAL-BULLETIN 
BALTIMORE SUN LITTLE ROCK ARKANSAS DEMOCRAT AND SUNDAY JOURNAL 
“a BIRMINGHAM NEWS AGE-HERALD LONG BEACH PRESS-TELEGRAM SACRAMENTO BEE 
BOSTON GLOBE LOS ANGELES TIMES SALT LAKE CITY TRIBUNE 
e° BOSTON HERALD TRAVELER LOUISVILLE COURIER-JOURNAL AND TELEGRAM 
ul *CAMDEN COURIER-POST AND TIMES SAN ANTONIO EXPRESS NEWS 
CHARLOTTE OBSERVER MILWAUKEE JOURNAL SAN FRANCISCO CHRONICLE 
et- CHATTANOOGA TIMES MINNEAPOLIS STAR AND TRIBUNE *SCRANTON SCRANTONIAN TRIBUNE 
NEWS-FREE PRESS NEW HAVEN REGISTER SEATTLE TIMES 
CHICAGO TRIBUNE NEW ORLEANS TIMES-PICAYUNE SPOKANE SPOKESMAN-REVIEW 
CINCINNATI TIMES-STAR STATES AND CHRONICLE 
COLUMBUS DISPATCH NEW YORK NEWS ST. LOUIS POST-DISPATCH 
*CORPUS CHRISTI CALLER-TIMES NEW YORK TIMES ST. PAUL DISPATCH PIONEER PRESS 
DALLAS NEWS NORFOLK LEDGER-DISPATCH TACOMA NEWS TRIBUNE 
DAYTON NEWS VIRGINIAN-PILOT TOLEDO BLADE & SUNDAY TIMES 
DES MOINES REGISTER AND TRIBUNE OMAHA WORLD-HERALD *TROY RECORD, TIMES RECORD 
*FORT WAYNE JOURNAL-GAZETTE PHILADELPHIA BULLETIN WASHINGTON STAR 
FORT WORTH STAR-TELEGRAM PHILADELPHIA INQUIRER *WAUSAU RECORD-HERALD 
FRESNO BEE PHOENIX REPUBLIC AND GAZETTE WORCESTER TELEGRAM & GAZETTE 


* Associate newspapers in supplementary markets 


. ; as 
ae 
. _ - - 7 ts - . ’ $ siimitints 8 . nin ? 3 ° “9 ; ce : 
. os ; : : ; So REID sce . — - — - ; 7 
ee ltteer ci S: . . cy, ee ~ — ———— . _~ — - anaaiahiadlinasehail a — — 
. eile 
i 
A by 
] : , 
4: : 
oe “aa ran : Sa 
ey ‘ a 
3 a4 | 7 
a ne 
oS fis. . 
y pac pert 
Yi: 2 ™ 
* 2 = 
| ) ' 1 
{ 
Te 
- te 
; a 
2 ai i. 
<2 a eae 
Pac > 
na 
ah ety 
‘ { wun 
F | reat 
é 
g ren 
8 are 
ii 
3 ie 
3 ay 
4 ee 
3 os 
, es 
i Pw 
es. ee 
Fe 
at 
Beas: 
Bel # 
“Ls 
sz : 
+ Bet = 
ser 
i 7 ’ * ¢ : i re : “ b 3% ia . pe - : ‘ 


Hearing Set for 
June 17 on Bill 


to Revamp FCC 


_ White Urges Action; 
Industry, Commission 


Willing to Wait 


WASHINGTON—The Senate inter- 
state commerce committee planned 
last week to begin hearings on the 
White radio bill June 17, despite 
a telegraphic protest from NAB 
President Justin Miller. 

Committee members indicated 
the hearings would’ continue 
through the 20th and would be 
resumed June 24. They indicated 
the committee would try to elimi- 
nate lengthy discussion of pro- 


visions which had previously been | 
widely debated in earlier hear- | 


ings. 


ment of the hearings until July 1. 


In a wire to Senator Wallace | 


White (R., Me.), the bill sponsor, 
he said representative broadcasters 
indicated that they could not 
make adequate preparations be- 
fore that date. 

While Senator White does not 
expect to get the bill through this 
session, a start now would 
prove his chances of obtaining 
final action before the 80th Con- 
gress folds up some time in late 
spring, 1948. 

_ The date for Senate hearings 
Was set after a meeting of the 
special five-man subcommittee in- 
cluding Senator White; Sen. 


Charles W. Tobey (R., N. H.);| 


Sen. E. H. Moore (R., Okla.); 
Sen. Edwin C. Johnson (D., Colo.) 
and Sen. Ernest W. McFarland 


(DygAxiz.). 


White to Leave Congress 


A running start on the com- 
plicated radio bill is dictated by 
the fact that Senator White has 
announced an intention to retire 


‘from Congress following the com- 


pletion of his present term, ex- 
piring next year. 

Moreover, the:1948 session will 
operate under even greater pres- 
sure for early adjournment, since 
members will be anxious to get 


home for the Congressional and | 


Presidential primary and election 
campaigns. 

Judge Miller in an earlier mes- 
sage welcomed the White-Wolver- 
ton bill (S. 1333 and H.R. 3959) as 
“an opportunity which broadcast- 
ers have been awaiting for years,” 
but predicted that broadcasters 
“will not be satisfied with the bills 
as now written.” 

He said he was “hopeful that 
hearings will not be held hastily, 
but that all parties will be given 
time to prepare carefully. 


“I say this in consideration not | 


only of the NAB, but also the 
FCC, three of whose members are 


engaged in a summer-long con- 
ference on international broad- 
casting right now in Atlantic 


City,” Judge Miller stated. 
Meanwhile the NAB’s legisla- 
tive committee met here Thurs- 
day to take up important policy 
decisions raised by the omnibus 


bill. They were forewarned by 
Judge Miller “that no party to 
the legislation would be com- 
pletely satisfied, including the 
authors themselves.” 

The bill offers important ad- 
ministrative changes to assure 


broadcasters full and fair hearings 
before the FCC, and writes into 
specific law some of the adminis- 
trative policies worked out by the 
commission. 

The legislative committee would 
have to decide whether to change 
NAB’s earlier opposition to legis- 


lation spelling out station re- 
sponsibility in handling news and 
political broadcasts. It would also 


Judge Miller asked postpone- 


im- | 
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| FOR 3,500 BOARDS—Above are two of five monthly, 24-sheet posters Standard 
| Oil of Indiana, Chicago, will use this summer to promote its gasoline and oil. 
| They will appear on 3,500 boards in 725 cities and towns in the Midwest. 
McCann-Erickson, Chicago, handles the account (AA, June 2). 


sufficiently limits FCC power over 
a station’s operation “in the gen- 
eral interest” to meet NAB’s de- 
mands for an industry free of 
| government interference. 

NAB must consider, in taking 


have to consider whether the bill | Standard of | nd. 


|a stand on immediate hearings on | 


|the measure, the possibility that 
|delay in 1948 would foreclose the 


ator White retiring, Senator 
Tobey, who is rated as a “liberal” 
| Republican, becomes chairman of 
the interstate and foreign com- 


determining the scope of radio 
legislation. 


Getting Needled 
No Miracle for 
Holland Adman 


NEw YorK—A quick poll of 
New York admen, taken in the 
Yale Club, Commodore Bar and 
Waldorf Men’s Bar Tuesday, 
shows that 73.4% of the vocal 
local admen find nothing remark- 
able in the feat of Arnold Gerrit 
Johannes Henskes, Dutchman who 
“stunned the medical staff at 
|Zurich University” on Monday, 
/according to the United Press, by 
|running around blithely with a 
|spear through his body, piercing 
| vital organs. 
| Only 19.3% of those queried 
|thought Mr. Henskes’ feat re- 
'markable, and one _ bewildered 
soul, just finding his roundabout 
way homeward from a weekend 
with a client, confessed he had no 
opinion. 

Mr. Henskes, identified by the 
United Press as a Dutch adver- 
tising man, had an_e assistant 
skewer him with a long, needle- 
like spear which went through 
his liver and one kidney. “He 
didn’t blink an eye,” the UP re- 
ported. “While Prof. Alfred Brun- 
ner and his staff stared, Henskes 
ran up and down a flight of steps, 
the spear sticking a foot out of 
his back.” 

Prof. Brunner said: “It is cer- 
tainly an uncommon phenomenon, 
but no miracle. I believe the ap- 
parent invulnerability of this man 
is due to the fact that the instru- 


ment is something like a big 
needle—round, very sharp and 
extremely thin.” 

Adman Henskes said: “I am al- 


ways invulnerable, because I am 
subconsciously convinced I do not 
exist at all.” 

Adman Zilch, one of the AA 
respondents, said: “That Dutch 
guy is getting away with murder' 
What’s one more needle to an ad- 
man, anyway?” 


possibility of a “reform” bill in| 
the immediate future. With Sen- | 


| opened last week with large-space 


merce committee, a position which | 
would give him a major role in| 


"SERVICE | 
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to Feature Scenic 
SpotsIn Summer — 


| 
CuiIcaco — Summer newspaper | 


and radio advertising by Standard | 
Oil Company of Indiana will fea- 
ture scenic spots in the 15 mid-| 
west states served by Standard’s 
dealers. 

The campaign in newspapers | 


ads in 556 dailies and 1,304 week- | 
lies, featuring a scenic view in the | 
South Dakota Black Hills. Similar 
ads will run weekly, in most of the 


| 1,860 papers, till the end of Au-| 


| gust. 


Each will devote 60% of 
space to large illustrations. 

All the ads will mention “Fun 
on the Road,” a booklet of games 
and travel information which 
Standard dealers distribute free. 
Both White Crown gasoline and 
Permalube motor oil are promoted 
in the campaign. 

Radio promotion of scenic spots 
includes announcements on 28 
newscasts and sports programs on 
22 stations from one to three 
times a day and from one to six 
days a week. There will also be 
radio announcéments connected 
with the oil industry public rela- |} 
tions program and on safe driv- 
ing. 

The summer campaign includes 
five monthly outdoor posters to 
appear on about 3,500 24-sheet 
boards in 725 cities and towns. 
Five monthly curb signs also are 
planned. 

McCann-Erickson, Inc., handles 
the account. 


NAB Districts Elect 
Fellows, Coleman 


Harold E. Fellows, general man- | 
ager of Station WEEI, Boston, and 
director of CBS operations in 
New England, was elected chair- 
man of the first district of Na- 
tional Association of Broadcasters 
Tuesday. He succeeds Paul 
Morenze, Station WTIC, Hartford, 
who held the office for the past 
eight years. 

George D. Coleman, Station 
WGBI, Scranton, Pa., has been 
reelected director for the third 
district. 


Parish Joins Roizen 

Howard L. Parish, formerly 
with J. Walter Thompson Com- 
pany, has joined Roizen Advertis- 
ing Agency, Buffalo, as account 
executive. 


Gets Pacific Brewing 


Honig - Cooper Company, San 
Francisco, has been named to 
handle the account of Pacific 


Brewing & Malting Company, San 
Jose, effective Jan. 1, 1948. 


June 20. 


'a 1948 study, the board of direc- 
| tors of the National Association 


lis to hold his headquarters staff 
| together and pay the rent. 
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Life or Death for BMB? 
Board May Decide Soon 


NAB Would ‘Postpone’. 
Study; C. E. Hooper | 
Urges Survey Method 

| 


New YorK—The future of ered 
Broadcast Measurement Bureau 
may be determined by its board 
of directors at a meeting here) 


The finance committee will meet 
June 10, and this and other com- 
mittees will decide early this 
month, what if any proposals they 
should make for action by the tri- 
partite board representing adver- 
tisers, agencies and broadcasters. 

With a 1948 BMB study ap- 
proved both by the Association of 
National Advertisers and the 
American Association of Adver- 
tising Agencies at membership 
meetings in April, and 150 broad- 
casters already signed by Hugh 
Feltis, BMB president, to support 


of Broadcasters has recommended 
that the next study be deferred 
until 1949. 


In Financial Difficulties 


The $1,400,000 which BMB col- 
lected from stations and networks 
to finance the 1946 study and op- 
erating costs will be virtually ex- 
hausted by July 1. 

Although the NAB board’s reso- 
lution offered ‘‘the services of its 


| members for consultation with the 
|BMB board in helping to estab- 


lish a long range financial plan to 
make possible the future opera- 
tion of BMB,” it made no specific 
suggestions as to how Mr. Feltis | 


The situation was further com- 


| plicated by a suggestion of C. E. 


Hooper at a meeting of the BMB 
technical committee in New York 
on May 29 that his postcard sur- 
vey method be used by BMB, 
instead of the ballot method em- 
ployed last year, to determine the | 
county-by-county degree of sta- 
tion coverage. 


Advantages of Survey 


The new survey method (by 
which listeners record by quarter- 
hours their radio ‘‘ons” and “offs” 


and station changes) was cited by 


Mr. Hooper as having these advan- 
tages: 

“1. A 12-year background of 
the Hooper Station Listening In- 
dex, which has been accepted by 
both buyers and sellers. 

“2. The survey produces results 
more economically than does the 


| BMB ballot to listeners. 


“3. It provides a base for re- 


‘cording the total listening homes 


for at least the larger cities.” 

Mr. Hooper told the committee 
the findings of a special test C. E. 
Hooper, Inc., had made of the 
survey method in New York City 
the first week of May. 


Too Similar to Ratings 


Dr. Kenneth Baker, NAB re- 
search director, told a press con- 
ference after the technical com- 
mittee meeting that the commit- 
tee believed this method of meas- 
uring station listening “correlates 
too highly with the coincidental 
method,” and that it is liable to 
become “more a measurement of 
program popularity than of sta- 
tion audience.” 

Although Mr. Hooper’s appear- 
ance suggested the possibility that 
C. E. Hooper, Inc., would like to 
move in to replace BMB—just as 
it took over the rating functions 
of the Cooperative Analysis of 
Broadcasting a year ago—Mr. 
Feltis pointed out that Mr. Hooper 
had been “invited six weeks 
previously. The committee’s pol- 


” 


icy, he explained, is “to get out- 
side viewpoints.” 

BMB executives admitted that 
the two-year controversy within 
the ranks of broadcasters as to 
the scope, methods and future 0; 
the bureau is not helping raci 
with advertisers and agencies. 


Canadian Unit Moves Ahead 


Although Canada’s parallel Bu- 
reau of Broadcast Measurement 
also started after a “dog fight” 
among broadcasters there, it was 
shown, the BBM was soon put 
on a permanent basis and today 
faces “no selling problem.” Only 
two stations in the BBM’s origina! 
group have dropped out since 
1944, and 75% of new stations 
authorized since the first BBM 
study in 1946 have signed for its 
1948 study. 

Mr. Feltis said that U. S. broad- 
casters still “don’t know about 
BMB and what it will do for 
them’’—despite the fact that some 
700 stations supported the 1946 
study. “Few advertising agencies 
have told station owners how they 
are using BMB data,” he added. 


Support Is Asked 


He cited the example of a sta- 
tion owner in Jackson, Miss., wh¢ 
drove to a recent district NAB 
meeting in Birmingham, Ala. 
where support of the next BMB 
study was to be asked. This 
broadcaster had intended not to 
sign for the next study, Mr. Feltis 
explained, but calls on agencies 


/en route caused him to change his 


mind. 

BMB itself cannot conduct a 
campaign to broadcasters on its 
own behalf, but it was suggested 
that advertisers and especially ad- 
vertising agents who use BMB 
data regularly might tell broad- 
casters of its value to them, and 
urge them to put BMB on a per- 


/ manent basis. 


Three Appoint 


Paulson-Gerlach Agency 


Moe Brothers Mfg. Company. 
Fort Atkinson, Wis., manufacturer 
of electric lighting fixtures and 
pressure cookers, has named Paul- 
son-Gerlach & Associates, Mil- 
waukee, to handle its pressure 
cooker account. Hoffman & York 
Milwaukee, will continue to direct 
the electric fixture advertising. 

Paulson-Gerlach also has been 
appointed to direct the local ad- 
vertising in Milwaukee for the 
Coal Heating Service of Mil- 
waukee, Inc., comprised of 110 
coal dealers; and the advertising 
of the Rochester Spiral-Balancer 
division, record changer division 
and luggage division of the Mil- 
waukee Stamping Company, Mil- 
waukee. 


Saas Starts Agency 

George A. Saas, advertis ns 
manager of the Citizens Gas & 
Coke Utility since 1939, is 


opened G. A. Saas & Co. in ‘ie 
Hume Mansur building, Indi:n- 
apolis. The agency will specia 2¢ 
in advertising, sales promo!0! 
and human relations work in 1¢ 
industrial and manufactur 1s 
fields. 


Premier Cleaner Readied 


Premier vacuum cleaner d 
sion of General Electric Comp 
has begun national distributio! 
a new Premier Model 12 clea 
tested during the war period 
features a self-adjusting “Mat 
Matic” nozzle which adjusts 
various rug surfaces. 


Form Buffalo Agency 
James G. Kelly and H. J: * 
Mengle have formed Kelly * 
Mengle, Inc., a new advertis = 
agency, with offices at 250 De ~- 
ware Ave., Buffalo. Mr. Kells 


president and Mr. Mengle, v! 
president. 
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Why the Railroads Can’t Afford 


NOT to Modernize! 


A Dollars-and-cents Example That Will Interest 


Travelers, Labor and Investors 


F OR a long time the C & O has been saying 
that America’s railroads must modernize their 
passenger equipment—or forfeit a great 
opportunity. 


In print and in private we have lampooned 
the “rolling tenements” that still pass for 
sleeping cars. We have stumped for modern 
streamlined trains to replace tired, creaking 
old day coaches. And over and over we have 
stated the conviction that, given attractive 
equipment, and new comforts and services, 
the railroads could open the door on a new 
era of travel. 


As an earnest of that conviction the C&O 
is replacing every old sleeping car, day coach 
and diner, on all our main lines, with modern 
streamlined cars. The orders have all been 
placed. If every railroad were doing as much, 
there would now be 21,000 new passenger cars 
on order instead of a mere 3000. 


But Is It Practical ? 


The standpatters in the industry are still 
shaking their heads. And lately more reason- 
able people have been asking, “How can the 
large-scale replacement of old trains be 
practical?” 


They point out that several of our largest 
systems had serious deficits in 1946. And 
everyone knows that the railroads are caught 
between rocketing costs and lagging rates. 
“How,” they ask, “can such an industry 
afford large outlays for new equipment?” 


The answer is that the railroads can’t 
afford not to make these outlays. And here is 
a dollars-and-cents example: 


The Investment That Is Fast 
Returning Its Cost 


Last August one of the C&O lines, the Pere 
Marquette, installed two ultra-modern trains 
on its run between Detroit and Grand Rapids. 
These new daytime streamliners were the 
last word in passenger attractiveness. 


Since they have been in operation the new 
trains have carried 86°% more passengers than 
old trains carried over the same route during 
the same period of the previous year—when 
traffic was still swollen by war emergencies. 


And here is the proof of the pudding: In 
less than 4 years, at the present rate, the 


The Ch 


Which will it be—modernization or continued deficits? 


increase in passenger receipts will equal the 
total cost of the trains! 


Modern equipment is not a luxury that 
only a few fortunate systems, like the C&O, 
can afford. Even a bankrupt railroad can 
borrow money today to buy such equipment 
at 2% interest. Since that is the fact, it is 
almost incredible that less than 100 new pas- 
senger cars have been ordered this year! 


Which Way Do We Go? 


To investors, the labor brotherhoods and the 
traveling public, the C&O repeats its con- 


Terminal Tower, Cleveland 1, Ohio 


viction—that our railroads face one of the 
most critical choices in their history. 


If pessimist thinking, old-line practices and 
Toonerville equipment continue to be toler- 
ated, then, regardless of rate relief, further 
deficits and bankruptcies are certain. 


But, if, on the other hand, these liabilities 
are replaced by modern ideas and modern 
trains, our railroads can again be a credit to 
our country. They can also be a bulwark of 
our national defense, which, as every citizen 
knows, depends on a flourishing transporta- 
tion system. 
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Ad Space Down 


as Sweden Cuts 
Paper Usage 


StocKHOLM — The Swedish 
government for the first time has 
arbitrarily reduced use of paper 
throughout the country, varying 
from an 8% reduction for news- 
print uses, to about 15% for books 
and about 20% for wrapping pur- 


Anyone, anywhere can set 
type this new, practical way. 


ee i hada” Ua a ‘ 


Fast, economical —just the 
thing for heads or complete 
ods. Cardboard letters are 
automatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 
types to select from, each 


ar aaa aia a 


packed in a compact, refill- 
able leatherette case. 
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poses. 
1946 of about 5% was applied in 
the newsprint field by newspapers 
| themselves. 

Part of the reduction is believed 
to result from the lack of fuel for 
| operation of mills, although news- 
print stocks are not dangerously 
low. It is believed that the move 
was made to provide greater quan- 
tities for export. 

The cost of advertising, which 
has been strictly controlled by the 
| government, has been increased. 
|The result, Swedish advertising 
managers say, has been to reduce 
noticeably the amount of adver- 
tising. The rate increase was ef- 
fected without any consultation 
|with advertisers, many of whom, 
|especially industrial advertisers, 
have gone on a virtual advertising 
strike in protest....The—.action..so. 
incensed the Newspaper Proprie- 
tors Association that it has. in- 
structed its representatives to 
abandon the joint committee of 
newspaper owners, advertisers 
jand advertising agencies, which 
was set up to study ad questions 
|affecting all three groups. 

One of the questions discusSed 
|'by the group, prior to the dis- 
agreement, was payment of agency 
/commissions to advertisers who 
|are maintaining complete adver- 
|tising departments in their own 
|right, and who maintain that they 
| are entitled to such payments. 


eae 
'Toronto Admen Elect 


urer, 
secretary. 


A previous reduction in| 


| Stewart M. Philpott, Photo En- 
|gravers & Electrotypers Ltd., has 
been elected president of the To- | 
ronto Advertising and Sales Club. 
Other officers are G. Harry Shep- 
pard and Evan W. Hayter, vice- 
presidents; J. W. Lawrence, treas- 
and R. Frank Wilson, 


per column inch. Regular card, discounts on multiple 


HELP WANTED 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 
Display Advertising Salesman 
sell advertising over telephone 
national trade publication and for- 
eign newspapers. Excellent oppor- 
tunity-salary-commission and bonus. 
Apply to anyone of our four offices: 
Y. ¥.; Mr. Nimer, phone Beekman 
3-2036, Chicago; phone Mr. Sacks, 
Franklin 5087, Detroit: Mr. Rhodine, 
phone Cadillac 7636, Los Angeles; 
phone Mr. Kwasman, Tucker 5131. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
‘209° S. State: St... Har. 2063, Chicago 
WANTED—A TALENTED 
LAYOUT MAN 
Fast growing Minneapolis 
will pay well for a 
sure-fingered layout 
crisp, clean, 


to 
on 


agency 
quick-minded, 
man. We like 
open ads—artful but 
not “arty”. Business is chiefly in- 
dustrial. Congenial people, a thor- | 
oughly sound business, and a lovely | 
city to work in. Send us samples 
and tell us about yourself. (We'll | 
return samples promptly.) Reply: 
Box 8982, ADVERTISING AGE | 
100 E. Ohio St., Chicago 11, Ill. | 


Advertising & Merchandising Mer. | 
For local Detroit Super Market 
Chain. Experienced advertising man 
who knows how to prepare copy, 
put on promotions and run complete 
}advertising department. Starting 
|Salary $10,000.00 a year. Excellent 
| opportunity for advancement. Write 
| giving full details to: 

Box 8985, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 

COPYWRITER WANTED 
... by Grant Advertising, Chicago. 
Must have agency experience in food 
and packaged goods copy. Phone R. 
|P. Crane, Sup. 6500, for appointment. 


A Southern Institution in the fields 
of personal and financial services 
with more than a quarter century 
of increasing growth and widening 
influence desires to correspond with 


relations, publicity and sales pro- 
motion looking to a permanent re- 
lationship. The firm has ample cap- 
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REYNOLDS-FITZGERALD, 


the Gazette 


SHOPPING with Her 


Schenectady 
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INC., National Representatives 


ital and offers an excellent oppor- 
tunity for the future to the right 
man. 

Box 8989, ADVERTISING AGE 
330 W. 42nd St., New York 18, N.Y. 
EXECUTIVE ADV. SALESMAN 
for liquor trade publication. Must 
be acquainted with liquor field and 
adv. agencies. Excellent salary and 


| 100 E. Ohio St., Chicago 11, Ill 


a man under forty trained in public | 


commission, Phone BE 3-2036, N.Y.C. | 
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| wear, blankets and children’s toil- 
| etries, has placed its account with 
| Hillman-Shane, Los Angeles. 
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insertions and space over 5 inches apply on display 


HELP WANTED 
ARTIST—Talented young man for 
magazine published by large inter- 
national association. May be recent 
art school graduate, but must be 
creative, capable of producing cover 
designs, pictorial lay-outs, good at 
hand lettering. Location, Chicago. | | 
Reply fully, stating salary require- 
ments. 

Box 8987, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
POSITIONS WANTED 
ADVERTISING MANAGER—to head 
department for progressive manu- 
facturer. 15 years experience in ap- 
pliance and building materials fields. 


Age, 39. 

Box 8991, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
FREE 
No charge for sampling what this 
copy man can do for you. Gets re- 
sults in BIW. or 4-celoers, -trade.and 
consumer media. Strong on radio 

coms. Present salary, $10,000. 
Box 8984, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
ASST. ACCOUNT EXECUTIVE 
Former asst, to executive vice pres- 
ident in agency. Exp. in creative 
layout, production, traffic manage- 
ment. Some contact work. Single. 
Box 8981, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


AGENCY OWNER AVAILABLE 
For personal reasons have sold own 
agency. Desires position which takes 
full advantage of abilities. Capable 
on every phase of advertising from 
creative thru production. Strong on 
merch. & sales prom. Prefer contact, 
new bus. or ad. mgr. with top na- 
tional company. Locale unimportant. 

Box 8988, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

SINCERE AND VERSATILE 
COPY-CONTACT MAN 
Experienced in both radio, black & | 


white. Also have background in re- | 
search. Excellent 4-A Agency refer- 
ences. WHI. 6227 or DEL. 8386. } 


Box 8990, ADVERTISING AGE 


FREE LANCE COPYWRITER 
CHICAGO AREA ONLY 
15 years experience in the planning 
}and writing of folders; booklets, 
| broadsides and sales presentations 
can be yours on a fee basis. Reply 
Box 8992, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
MISCELLANEOUS 
| MODERNLY DESIGNED OFFICES 
} EXCEPTIONAL NORTH LIGHT 
| Ideal for Agency, Publishers repre- 
| sentatives, artists or any business 
j}allied to the trade. Excellent 
tion just east of Michigan on 


north. 
ADVERTISING AGE 


Box 8983, 
100 E. Ohio St., Chicago 11, Il. 


loca- 
near 


Tax Exemption 
Is Sought for 
News Vendors 


WASHINGTON—Rep. Bertrand W. 
|Gearhart (R., Cal.) sought hear- 


|means committee last week on a 
| bill exempting news vendors from 
|reporting under provisions of the 
| Social Security and Internal Rev- 
/nue Acts. 

| Amendment of the law is neces- 
sary, Rep. Gearhart argued, be- 


San Francisco, denying that vend- 
|ors are “independent contractors,” 
|hzs ruled that publishers must 
pay unemployment insurance 
_taxes on their earnings. 

| With the Social Security Board 
in Chicago and elsewhere prepar- 
ing to apply the San Francisco 
ruling in their areas, Rep. Gear- 
hart said prompt action to amend 
the law is essential to spare pub- 
| lishers unnecessary hardship. 


‘Day-to-Day Basis’ 


| He based his bill on the follow- 
| ing premises: 

“1. Individuals who sell news- 
papers on the public streets are, 
for the most part, of a unique type 

. usually persons who, for one 
reason or another, do not engage 
steadily in any endeavor. With 
but few exceptions, they come and 
go; are here today and gone to- 
morrow. 

“2. Any information concern- 
ing them must be revised from 
day to day to be at all accurate. 
Any withholdings and all compu- 
tations would have to be done on 
a day-to-day basis. There no 
machinery for doing this. 

“3. When papers come off the 
press, they must be placed in the 


is 


‘ings from the House ways and. 


|cause a federal district court in | 


vendors’ hands with a minimum 
loss of time. This means there is 
no. time to gather information 
from each vendor, discover his 
| profits, and compute the amount 
of withholding required. 

“4. A vendor, in the course of 
a day, may be served by more 
than one wholesaler or distribu- 
tor, thus complicating the obtain- 
ing of the required information. 

“5. Unless the requested ex- 
emption is enacted, the laws would | 
impose upon the publishers a se- | 
vere penalty for failing to do what 
they cannot do. 

“6. If newspaper ‘vendors, a 
majority of whom are men of ad- | 
vanced years and victims of disa- 
bilities, are forced to come under 
social security, the result will not | 
be one of benefit, but rather one 
of serious detriment.” 


Four Roses Three Times 


Frankfort Distilleries Corpora- 
tion, New York, is launching a 
special, three-insertion campaign 
for its Four Roses whisky. The | 
three 1,000-line ads will appear at 
two week intervals in 27 news-| 
papers of 17 cities. Keynote: | 
“More people are buying Four | 
Roses than at any time in our 60-| 
year history.” Young & Rubicam 
handles the account. 


Diamond Names Three 


Walter Lowen 


PLACEMENT AGENCY 


e 
Headquarters since 1920 for 


ADVERTISING PERSONNEL 


Executive ® Copy ® Art ® Clerical 


Resumes requested before registration 
on all executive and copy positions. 


420 Lexington Avenue 
New York 17, N. Y. 
LExington 2-8862 


WANTED— 
A Sales Manager of 
Advertising 


—by a long established middle western 
business paper publishing organization 
whose continued expansion calls for more 
selling manpower. 

While specific and operating knowledge 
of this particular industry is desirabl< 
that handicap can be relatively easily 
overcome by the right man. Chief requi- 
sites are knowledge of advertising, of the 
sale of advertising space and ability to 
manage. 

This particular industry, while an old 
one, is developing rapidly in several di- 
rections along each of which lie further 
publishing and space selling opportuni- 
ties. Hence applicant must have plenty 
of capacity for work. He should be in 
his late thirties, in best of health and not 
afraid to travel. 

The job is of the class known in adver- 
tising selling as a ''good one", but it can 
be made still better. 

Publisher will appreciate that whoever 
may be interested in discussing this op- 
portunity further will please give such 
detail about himself as will expedite de- 
cision for an early interview. 


Box 6732, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


ESTABLISHED ADVERTISING 
DISPLAY AND SPECIALTY 
SALESMEN WANTED 


Highly profitable new line of popular 
priced edgelight plexiglass advertising 
signs, fluorescent and _ incandescent, 
available to established representa- 
tives who contact large advertisers 
direct. Place state territory covered 
and lines carried. Replies kept con- 
fidential. Commission basis. 


KEYSTONE ELECTRIC MFG CO. 


2228-2236 E. Tioga St., Philadelphia 34, Pa. 


EXCEPTIONAL PUBLISHING 
OPPORTUNITY 


old industrial monthly 
having 5,000 high-quality 
| national circulation requires addi- 
| tional capital for expansion of ad- 
vertising promotion and_ editorial 
service. 

This technical magazine has unique 
editorial objectives as proven by high 
rate of renewal subscriptions. Excel- 
lent advertising potential from field 
of 400 active industrial advertisers. 

Partnership offered to a new in- 
vestor on very advantageous terms 
with capital originally invested. 


Address Box 6731 
ADVERTISING AGE 
330 West 42nd Street 
New York 18, N. Y. 


Four-year 
magazine 


IF | WERE YOU 


— and needed a grade A creative 
man, I'd consider this chap; 32, col- 
lege; ex army P R O, semi-executive 
background in fashion and allied ad- 
vertising, exceptional talent for a! 
types of copy and promotion, plu: 
sound abilities in layout, production 
typography. Available now. Facts 
figures, samples on request. 


Box 6733, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


Diamond Machine Tool Com- 
pany, Los Angeles, has appointed 
Edwin J. Ray, formerly with 
Ermac Company, eastern divi- 
sional manager; Robert W. 
Vachon, formerly of Pacific Avia- 
tion, as sales manager and 
Stephen Swiatek, formerly of Nu- 
Way Appliance Corporation, head 
of advertising and public relations. 


To Hillmen-Shane 


California Baby Togs, Los An- 
geles manufacturer of _ infants’ 


Smaller Agencies 
Can Now Easily Afford 


TOP-FLIGHT COPY HEL” 


To solicit a new account or freshen up 

old one, you may need a top-flight ¢ 
chief's work but may not be able to aff 
his full time. Here's the way to pay only ‘ 
special copy jobs and get the best, with 
assuming the responsibility of a 5-figure 

ary. Write: 


Box 6730, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, ILLINO 
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Advertising Age, June 9, 1947 


Olan veongs * ieatewee of the 


include unique Touralux Sleeping Cars 


Piret ran June 29 between 
| Pactiic Nerthwest-Chicage 
deep 


THE MILWAUKEE Roap 


HERE THEY COME—The Milwaukee 
Road will run ads like this in 500 week- 
lies and 277 daily newspapers this 
month and next promoting its new 
Olympian Hiawathas and ‘Touralux" 
service between Chicago and the Pa- 
cific Northwest. Roche. Williams & 
Cleary, Chicago, is the agency. 


Milwaukee Road's 
Newest Hiawatha 
Drive Its Biggest 


Cuicaco—The largest campaign 
the 98-year-old Milwaukee Road 
has ever run will reach its peak 
this month and next with 500 
weekly and 277 daily newspapers | 
carrying announcements of its 
new daily Olympian Hiawatha 
“speedliner” service between Chi- | 
cago and the Pacific Northwest. 

Preliminary announcement of 
the new trains appeared in March | 
magazine copy featuring vacation 
spots in the Pacific Northwest. 
The railroad’s newscast programs | 
on stations in a number of on-line 
cities also have made some an- 
nouncements. 

With the service scheduled to) 
start June 29, all radio commer- | 
cials will stress the service; 1,600- 
line ads will appear in key cities 
(in color in Pacific Northwest 
papers) and advertisements will | 
run in American Magazine, Better 
Homes & Gardens, Cosmopolitan, | 
Liberty, National Geographic, | 
Newsweek, Redbook, Time and 
United States News. A four-color | 
spread in The Saturday Evening | 
Post May 31 will be reproduced 
for use by ticket agents. 

Featured in the announcements | 
will be the “Touralux” sleeping | 
cars having “partially pre-made | 
berths” each with its individually 
controlled air conditioning and 
lighting. Women and_ children | 
will have a separate Touralux car | 
on the train. 

Other advertising includes de- 
scriptive folders, direct mailings, 
new baggage labels, menus, match 
books and other novelties. 

Roche, Williams & Cleary here 
handles the account. 


‘Rotarian’ Names Morin 


John J. Morin, formerly with 
Pacific Coast Publications, has 
been named eastern advertising | 
Manager of the Rotarian, with 
youn at 274 Madison Ave., New 
‘ OrkK, 


‘Weyle Named Chairman; 


| 


Segal, Pres. of Stern 
Charles Weyle, president of Ed- 
ward Stern & Co., Philadelphia 
printer, for the past 10 years, has 
been elected chairman of the 
board, and is succeeded as presi- 


berger, ' 
senior vice-president. 


dent by Maurice Segal, who has 
| been executive vice-president and 
treasurer. 


Raymond Blatten- 
vice-president, becomes 
vice- 


Alan B. Kirschbaum, 


president, continues in that office; 


Fred S. Malcolm, secretary, be- \TBM Shifts Three 


comes a vice-president; Joseph F. 
Matlack, plant manager, has been | 
named vice-president in charge) 
of manufacturing; Harold Lesher, 
office manager, becomes treasurer, 
and Walter A. Goldsmith, tech- 
nical director, becomes secretary. 


Stauber to Piedmont 

William E. Stauber Jr., for-| 
merly with WPTF, Raleigh, has | 
joined the staff of Piedmont Ad- | 
vertising Agency, Salisbury, N. C. | 


Joseph T. Wilson, formerly | 
manager of the world trade divi- 
sion, has been appointed vice- 


| president of International Business 


Machines Corporation of Dela- 
ware, the affiliate which admin- 


|isters IBM business in Argentina, | 
| Brazil, 
Arch Davis has been promoted | 


Peru, Chile and Cuba. 
from executive secretary to a new 
position of IBM special executive, | 
with offices at the headquarters | 
in New York. Byne B. Waters, | 


47 


general secretary, has been named 
to succeed Mr. Davis as executive 
secretary. 


SIGNS OF LONG LIFE 
FOR QUANTITY BUVERS 


THE ARTKRAFT” SIGN CO. 


vision 
</ Artkraft® Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


“Trodemarts fog US. Pat OF 


~ 


— then father ordered a new clock! 


Busy little guy, isn’t he? Serious for sure, and who would doubt his intentions? Too bad 
that serious, honest intentions don’t always pay out. Seems to take a good, full measure 
of “knowing what it's all about” along with them. Like making engravings f'rinstance. 
... Fortunately, most reputable engravers can make good plates nowadays, ‘though 
many particular advertisers maintain some are better at it than others. These adver- 
tisers know that it takes more than a “knack” to make copper and zinc sing like the 
original art. They know that many publications have specific technical requirements; 
that present day paper stocks demand certain qualities that must be “built into” every 
printing plate; that electrotypers must have perfect patterns to make duplicates with 
the same depth and dot value of the original etching . . . and “up-to-the-ears-in-work” 
production chiefs can’t afford engravers who are not ‘in the know’. When such an 
executive gets caught with a hopeless set of plates and, through no fault of his own, finds 
himself only hours away from a final deadline, then’s when he “orders a new engraver’. 
... That hundreds of Rogers customers have been “buying Rogers’ for upward of 
twenty-five years, with new ones “joining up” constantly, must have a definite significance. 


ENGRA 


VIN G 


COMPANY 


Master Craftsmen of Photo-Engraving 


ADOLPH F. BUECHELE, President 


2001 CALUMET AVE. - CAL. 4137 + CHICAGO 16, ILL. 
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MAY BUSINESS PAPER ADVERTISING VOLUME 


These figures, compiled by Industrial Marketing, must not be quoted or reproduced 


t 
| 


| 


Pa 


*“o Business Papers’ 


1947 


| Chain Store Age— 


Administration Edition 
Combination ......... 33 


Druggist Edition ...... $152 

General Merchandise— 

Variety Store Edition. 133 
Grocery Edition ....... 121 
Fountain-Restaurant ... 33 

Department Store Econo- 

BE. ba ccwacwe eae ress cae 96 
| Domestic Engineering .... 166 
Electrical Dealer ........ 66 
Electrical Merchandising 

SUED 0.4.0 patwebh essence *209 
Electrical Wholesaling ... 99 
Farm Implement News 
i 7 Geert 162 
| Fountain Service ........ 58 
Fueloil & Oil Heat....... 109 
9 i. ea 115 
fe eee 20 
Hardware Age (bi-w)..... 416 
Hosiery & Underwear Re- 

Pe cisthie ae deuk eas +s 125 
Implement & Tractor 

DED. 4 abhi SRE NR ARES \201 
DEEN ¢ ic nak os cia sbGanes 114 
Jewelers’ Circular-Keystone 316 
Lingerie Merchandising... 81 
Liquor Store & Dispenser. 64 
Meat Merchandising ..... 74 
BE SE So Wibicda esa % xd 14 
2 Bae Sr ae 300 
| i a eer oan 156 
i MR. sda hn ke chess 158 
ey ee 182 
NJ (National Jeweler) 

4 1.) | err 288 
National Bottlers’ Gazette. 125 
2A—2297—-Adv Age 5-29 (6) 
Office Appliances ........ 168 
Plumbing & Heating 

ER rr 90 


Photographic Trade News 
Journa 

Radio & Television Retail- 
RE Pera 107 


Self-Service Grocer ...... 15 
Sheet Metal Worker...... *68 
Southern Automotive 

RES? See 126 
Southern Hardware ..... 110 
Sporting Goods Dealer... 1230 
ES GR bs Siw gee Ua 0 63 
Super Market Merchandis- 

DUE: <ivs.c tA Care Mae 454 117 
Syndicate Store Merchan- 

diser (4%x6%) ........ 112 
Voluntary and Cooperative 

WONG ~ cicawestawads wae 31 

(0 PPE ree ee 6,336 

Class Group 
Advertising Age (w) 

bg ot Eee rere 229 
American Funeral Director. 173 
American Hairdresser .... 61 
American Restaurant 100 
Banking (7x10;) ........ 63 
Cleaning and Laundry 

RRA S ere: 30 
Dental Survey .......... 150 
Hospital Management ... 80 
Hotel Management ...... $178 
fl a ae *50 
Hotel World-Review (w) 

(Pra Freee *TT48 
Industrial Marketing .... 98 
| Journal of the American 

PeeGeen) ASSN ..iscicse *$t421 
Medical Economics 

Oo) a eer 103 
Modern Beauty Shop .... 98 
Modern Medicine (semi- 

mo) (4%x6%) ......... 44 
Modern Theatre ......... 130 
Nation’s Schools ......... 67 
Oral Hygiene 

RS RA ern 152 
Restaurant Management.. R4 
Scholastic Coach ........ 85 
School Executive-School 

Equipment News ...... D4 
School Management 

4 |. | See 432 
What's New in Home 

NN Sac veaedacate 71 

eee. eee 2.451 

Export Group 
| American Automobile 

(Overseas Edition) .... 101 
American Exporter (two 

| EE Se San 183 
Automovil Americano 118 
Caminos y Calles ........ 31 
Farmaceutico ............ 75 
Hacienda (two editions) .. 141 
a ae are 16 
Ingenieria Internaciona 

Construccion ..... PF 72 


without written permission. Unless otherwise noted, all publications are monthlies | 
and have standard 7x10-inch type page. 
Pages | Pages 
1947 1946 | 1947 1946 
Industrial Group | Ceramic Industry ....... *62 *59 
NE aca a Vatora a hs *99 *114| Chemical & Engineering 
eee *37 “51 i ere 125 112 
American Builder ....... 140 135 | Chemical Engineering 1287 335 
Amerncan Ce+..........+ 105 182 | Chemical Industries ..... *104 *118 
American Machinist (bi-w). *|)|455 *525 | Chemical Processing Pre- 
American Printer ........ *41 *42 WE! tho kaRGed 0 i's 405s 110 5 
Architectural Forum 1138 130 | Civil Engineering ........ 41 41 
Architectural Record .... 154 YS A I aa a co. hih w nk de 138 241 
Automotive & Aviation In- | Commercial Car Journal.. 187 174 
dustries (semi-mo) 212 267 | Construction Digest (bi-w) *{\146 *126 
7 Serer *109 *125 | Construction Methods 133 138 
Aviation Maintenance ... 59 Pe LED | on oy ss 40s. 0-0'0 538 52 
Bakers’ Helper (bi-w)....  |/*216 150 | Contractors & Engineers 
NE a Zo a goad 73 59 Monthly (9%x14) ...... 52 61 
Better Roads ............ 85 31 | Diesel Progress (8%x11). 62 66 
Brewers Digest .......... 45 82 | Distribution Age ......... 60 77 
Brick & Clay Record..... *44 *40| Drug & Cosmetic Industry 
Bus Transportation ...... 164 184 RRR Sra ene 137 *135 
Butane-Propane News 104 86 | Electric Light & Power... 66 75 
aa *791 *102 | Electrical Construction & 
Maintenance............ 134 122 
: ee ey so Pao ye 71 49 
‘lectrical Sate eae 78 71 
No. i Publication Electrical World (w)..... \275 247 
ly SN. oS ied cas cas oe 208 *242 
In a No. { Market Engineering & Mining 
PEE ‘sta dacana haed.« 110 120 
sine: Engineering News-Record 
D Edition | tei *|t430 *§¢438 
Excavating Engineer 30 38 
Factory Management & 
PR O D [ J CTS Maintenance............ 252 300 
Fire Engineering ........ 162 $*112 
SO re 135 139 
Food Industries ......... 1175 199 
SE, NE sins as vsascce *47 a *49 
Food Processing Preview. 37 bd 
| ESA eae *$212 *§273 
DL. Ceo paeaal tes aes b 35-0 50 47 
4a |Gas Age (bi-w).......... $102 $110 
| Heating, Piping and Air 
| Conditioning ........... 136 130 
| Heating & Ventilating... . 71 67 
| Ice Cream Review ....... 105 77 
hi] Industrial & Engineering 
| Chemistry (two editions) 155 168 
| Industrial Finishing 
| |. * Tere 93 82 
Industry & Power ....... 125 137 
MUST oF GOoOoD Oe eee t650 *t716 
eee a eee *92 *95 
ene | Machine Design wh aren. 4364 *199 “244 
a because it s a eer a Blue Book sia aii 
® NS Pe ee Cee 314 361 
MUST with so Manufacturers Record 37 49 
e Marine Engineering & 
man listeners Shipping Review ....... 122 176 
y ° Mass Transportation ..... *34 *33 
| Materials & Methods ..... 146 189 
(MORE THAN Mechanical Engineering 98 119 
eee eee ree ease dak £'90 5*90 
Metal Finishing ......... 75 70 
10,000 PIECES OF | Metal > .. Rarer 147 161 
| Milk Plant Monthly ..... *56 *46 
FAN MAIL EACH OR eer 457 322 
| Mining & Metallurgy 29 24 
Modern Machine Shop 
MONTH) i yee 324 328 
Modern Packaging ...... *155 *150 
Modern Plastics .......... *1938 *165 
Listeners really go for “Aft- National Butter and Cheese 
” ee 2 errr 65 59 
ernoon Recess.” It’s a half hour | National Petroleum News 
show, Monday through Friday, | ea cae 7101 t123 
i ‘ ; 9 National Provisioner (w). | 1162 131 
a —— Pa — Features poy National Safety News.... 70 7 
ar personalities in vocal Oil & Gas Journal (w)...*§$f581 *$499 
and instrumental music. Gim- Oil Weekly Sr vans ed "239 *$309 
~ A ° ° ° Organic Finishing 16 15 
mick is dramatizations, on each Packaging Parade 
program, of 4 major prize jokes “ (99x12) one Baner 50 62 
: an E aper Industry & Paper 
sent in by listeners. World See Siesta _ 90 101 
aaa Paper ag CW ass *$7t177 *$106 
n do Bi i Paper Trade Journal (w) .*§*t256 *2038 
list lik ¥% oo Land Petroleum Engineer ...... $4171 $198 
isteners like to hear their jokes Petroleum Refiner ....... 168 181 
and those of their neighbors Petroleum World 50 $4 
;j ” ‘ mer 1 = * 4 
dressed up for the air waves? ed — aE ee ia ses 238 
Well. just consider that “After- Power Plant Engineering. 124 132 
Ira rtins : a ei > 
noon Recess” drew 46,393 pieces oe cerncepllovedemmpe - oo 
of mail between January 4 and Product Engineering ..... 289 318 
i os u Production Engineering 
May 1. That om proof—colossal. and Management ...... 80 101 
Proof that here's an outstanding Products Finishing 
ac . ‘ , “e RUTRNIED sc seciccsivene 87 6s 
place to schedule a few partici- eueieesion heghineenn 97 60 
pating announcements in the era 266 293 
few availabilities “ Quick Frozen Foods and 
R _availabilitie on “Afternoon the Locker Plant 80 97 
tecess.” Just ask your nearest Railway Age (w) ........ $tt412 $423 
Katz man. Railway Engineering and 
Maintenance ...... 157 66 
Railway Mechanical Engi 
WNAX is avail- neer AS ig Sm Sea 125 149 
one wae pat wey Purchases & Stores 118 125 
Mid-States Group. ailway Signaling ........ $26 sz 
Ask the Katz . -) | Roads & Streets 83 86 
Agency for rates. =~. Rock Products jv rateas 106 103 
0 F x Sewage Works Engineering 15 15 
a ™ Shears Teeter ‘44 18 
4 in kt . he j Scuthern Power & Industry 100 104 
i = y Steel (w) 145 513 | 
wr S,, Supervision ; il 22 
2 relephone Engineer 13 *42 
relephony (w) §iit125 $101 
rextile Industries 145 "153 
lextile World 200 209 
rimberman ee ry 111 so 
lool & Die Journal (5x7%) 122 138 
lool Engineer 05 93 
rraffic World (w). P 128 g8 
Water & Sewage Works 55 51 
Water Works Engineering 
(bi-w 35 42 
Welding Engineer 67 70 
West Coast Lumberman 114 101 
Western Canner and 
Packer 50 5] 
Western Construction 
News 106 113 
Wood Worker 75 70 
Woodworking Digest 
(43oxbly 135 os 
World Petroleum 7 79 
rotal 17.5838 18.163 
Trade Group 
\ir Conditioning & Re 
frigeration News (Ww 
(1l*.x16 67 7.1 
American Artisan 119 og 
- American Druggist 17 Iss 
Cowles Station American Lumberman & 
in’ Building Products Mer 
CITY © YANKTON [gunn > 
a J Boot & Shoe Kecorder 
semi-mo 184 180 
Building Supply News 122 106 


| er es epee 110 
Petroleo Interamericano. 
Revista Aerea Latino 

americana na koaewesee “20 
Revista 


t OO Eee 10 
Spanish Oral Hygiene 
(494X7¥e) ie kee eek 2 
Textiles Panamericanos .. 60 
UD oii S Ses xed lie Gees 1,377 


Inc'udes classified advertising. 
$Includes special issue. 
'Estimated. 

Last issue estimated. 

‘Last two issues estimated. 
“Last three issues estimated. 
rhree issues. 

tFive issues. 

‘Combination issue (May-June, 
Published bi-monthly in 1946. 


"Not including Petroleum 
now published separately. 
*With January, 1947, issue, 
came Textile Industries. 
£Standard 7x10 inch page starting Janu 
ary, 1947. 
‘Figure based on 4}3x7 
page. 


Wieners, Sauce Divided 


Oscar Mayer & Co., 


separated from a 
sauce. The latter 


vents flavors of 
wieners from 


the 
mixing. 


later. The 
designated 


packaging 


Processing, 


Cotton 


inch 


Madison, 
has begun distributing a new food 
package in which its wieners are 
mild barbecue 
is contained 
a plastic pliofilm sack which pre- 
sauce and 
Other 
meats will be similarly packaged 
method 
“Sack-O-Sauce.” 


» May Ad Volume 
we Gains Slightly 


*8| May, 1946, volume, Industrial 
i | Marketing’s monthly 

‘“|reveals. Tabulation of advertis- 
150 


ing in 215 business papers shows 


92/200 more than in the same month 


ois last year. 
pa tions carried 26,944 pages of ads 


(AA, May 12). 

127 The single loss reported for 
3i9| May was that for the 132 indus- 
59| trial publications. Their total of 
** | 17,583 pages was 3.2% behind the 


106 | 18,163 pages carried a year ago. 
vi |Gains were shown for 45 trade 
126| publications, up 9.5% to 6,336 
sate pages; for 24 class publications, 
316/up 5.5% to 2,451 pages, and for 
Hi |14 in the export group, whose 
147| 1,377 pages represented an 8.2% 
114 | Sain. 

45 5-Month Loss Is 1.5% 

102 | For the first five months this 
om year, industrial publications are 


|6.4% behind 1946. They have car- 
a ried 83,825 pages this year, against 
192 | 89,527 in the same period a year 
44 ago. 
15| The greatest gain has 
ishown by 


been 
133 


29 11.6% ahead of last year. 
;| year-to-year gain has been shown 


trade publications, | 
whose 32,086 pages this year are | 
A 4.2% | 
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American Can Plans 


| 


|labeling of 


by the export group, which has | 


carried 6,683 pages against 6,414 
220| last year, and a slight 0.6% gain 
65|/iS reported for the class group, 
89 which has carried 11,678 pages 
| thus far. 


29| Total carried in the first five 
“a months by all business papers is 
114) 134,272 pages, 1.5% below the 
54) 136,297 carried through May last | 
| veer. 


"| Malchine to Seidel 


+t Mr. Jean L. Malchine, formerly 
|with Avenir Publicite, Paris ad- 


161 | vertising agency, has joined Sei- 


79|del Advertising Agency, New 
| York, as account executive. 

141 

68 


«© Ad Managers to Meet 


59 The Texas Newspaper Adver- 
tising Manager’s Association will 
hold its summer meeting July 6-7 
67 in Austin. 


| 


| 


| 
\ 


fall 


Chicago, 


Four-Color Labels 


American Can Company, New 
York, has installed a press for 
| direct four-color rotogravure 
its new one-piece, 
31|  CHicaco — Business paper ad-|fiber-metal frozen food containe; 
120| vertising volume last month reg-|and expects to make the new 
133 istered a minute 0.7% gain over |containers generally available this 
at a slight premium over 

; | those with two-color labels, ac- 
peng |cording to W. C. Stolk, vice-presi- 
| dent. 
. : He said facilities for production 
7y| they carried 27,747 pages in May, | of the company’s wax-impreg- 
nated container, 
In April, 208 publica-/| colors, are being expanded. More 
than 30 frozen food packers have 
adopted this type, he added, since 
it was introduced last summer. 


Bennart Appoints Two 


Bennart Brush Corporation, 
has appointed Murray 
| Walker general sales manager and 
Armond Young sales manager, 
western division, to handle sales 
of the Bennart Whirlbrush. 


in two or four 


BANK CLEARINGS UP 


ALMOST 3 TIMES 


NATIONAL AVERAGE! 


During 1946, Winston-Salem’s 
Bank Clearings added up to 
$1,118,696,000.00,—an increase 
of 35°, over the previous year! 
Up to February, 1947, the in- 
crease was 45°! These are 
powerful selling points when 
you consider that the national 
average increase over the pre- 
vious year, was only 14%. 


To tap this fimancial reservoir 
in Winston-Salem, place your 
advertising in the Journal and 
Sentinel the newspaper 
which saturates U.S.’ 100th 
Market in the South’s Number 
1 State,—a “must” for adver- 
tisers with something to sell! 


J OURNAL and SENTINEL 


Winston-Salem, North Carolina 


National Representative: 


KELLY-SMITH COMPANY 


Circulation of the Sunday Journal and 


Sentinel now exceeds 50,000! 


DEALER HELPS 


WOOD - METAL< GLASS « MIRROR = WIRE = PLASTIC 
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947 

| program by 57%, would deprive | j= 
_ | Argue eee: ae | 
ew | 


P |icy decisions.” 
for B d for Full | The Secretary denied that the | 
ire | |department was “nursing busi-| 


/ness,” and insisted that the pro- 


— Akron’ 


am 'gram had been developed in co- | BABY INDUSTRIES 
this ensus ul ge operation with business men “so | May Become 
Ver as to provide business with only | TOMORROW'S GIANTS 
ac- ° _ those services that business asks | NO. 1 
esi- Harriman Defends |for and néeds.” qa 
tion Program; Tydings | Tydings Suggests Fees  - 
ee Suggests Fees "Later, with Census Chief J. C. ag 
lore |Capt elaborating on the current 
ave WASHINGTON — Commerce De- | census work, Sen. Millard Tydings 
ince partment requests for restoration | (D., Md.) suggested that the de- 
: of virtually the full budget for | partment collect fees to make spe- 

current census statistics for 1948) cial market surveys self sustain- 

resulted in a sharp flareup in the ing. 

Senate appropriations committee; “A lot of businesses and indus- 

last week. |tries complain that Congress Pas ; 

in outlining the departments | should cut costs, and then. im- | SOUNDS KEYNOTE Robart §, Paure, Gar! etic iceredent (cond | 
position, Secretary W. Averell mediately protest if a free govern- ee = per va [re | 


Enterprise’ at the opening session of the Advertising Federation of America 

meeting in Boston May 26. Others are: Allan T. Preyer, AFA board chairman; 

George McMillan, Bristol-Myers Co., who presided, and Col. Gilbert T. Hodges, | 
New York Sun. 


Harriman claimed that House ac-,| ment service for them is dis- 
tion, cutting the current statistics | continued,” Tydings said. 

The Census chief said that fees | 
would reduce the circulation of 
census material. He claimed that 
trade associations might repro- 
duce the studies and distribute 
'them to their members without 
| charge. 


| ' Lh) wh. 
for abandoning or curtailing serv- | requests for information and serv- | Some of today s "babes" in 
ices to business which help our| ices, but warned that 40 of the| Akron's industrial woods may 
free market economy to function | offices would be closed if the Sen- | 


efficiently and at high levels of! ate sustained the House cut of | 
activity.” 


gOINT- OF-saALEe 


grow into tomorrow's 


"giants". For from more 


Punch 


, We ees. ne ae i) 
rAY(OTOR SAY 


See 
e- © 


| Showmanship © 


by Specializing in point-of- 
campaigns, designs, art, 


a copyright on government sur- 
veys. “Why shouldn’t these cor- 


expense and throwing nine of) drive. Of the total, $70,000,000 is of Foreign and Domestic Com- 


Senators saw a possible need for | 


Would Recover $88,000,000 


| $3,190,000 below budget entinneten. | 


The statement called for res- 
torations to the Bureau of Stand- | 


; . Commerce Department is trying ards, Weather Bureau, Office of | 
porations and users pay, instead | to recover $88,359,551 of the $95,- 
of getting 10 copies at government | 932.000 lost in the House economy 


them in the wastebasket?” Tyd- for air safety and maintenance 


ings asked. 


Ball Objects to Studies 


work of the Civil Aeronautics Ad- 
ministration. 
Turning first to the 57% cut in 


Sen. Joseph Ball (R., Minn.),! funds for current census statistics, 


|the subcommittee chairman, com- | he noted “It is not generally 


plained that “It is not the func- 
tion of government to tell a shoe 


recognized outside the business 
community that our basic census 


manufacturer what his market is | jnformation is at the present time 


in Atlanta or Savannah.” 
He objected that some Census 


Bureau market studies were aimed | 


lat “taking all the risk out of busi- 
ness.” Others are too old when 
issued, Senator Ball charged. 

In asking the committee to re- 
‘store $6,243,000 of the $6,500,000 
which the House clipped from the 
program for current censuses, Sec- 
retary Harriman protested, “There 


| work smoothly. 


«Are Mats 


less adequate than it has been for 
many years.” 


| 


| 
| 


Canadian Publishers 


He referred to the efforts of the | Elect Sauriol President 


department and of business or- | , 
| manager of Le Samedi, La Revue | 
| Populaire and Le Film, Montreal, | 


ganizations such as the U. S. 


|Chamber of Commerce, the Na- 
| tional Industrial Council and the 


American Marketing Association 
in behalf of new legislation au- 


| thorizing a Census of Business 


and Manufactures covering 1947 


, statistics, with actual savings of 
It is not the time | 


over a million dollars over a 10- 
year period,” he explained. 

“But this plan will break down 
entirely if the current statistics 
program is crippled, as it would be 
by the action of the House.” 

The committee heard that Cen- 
sus has dismissed 800 to 900 
Washington employes already in 
anticipation of a shrunken budget 


Technical Services and to the | 
Washington office of the Bureau | 


merce. 

For the Bureau’s Washington | 
office, the Secretary wanted back | 
$1,117,000 of a $1,485,000 cut, | 
largely to assure better informa- | 
tional service to exporters and 
importers in search of business | 
contacts here and abroad. 


Charles Sauriol, advertising | 


has been elected president of the | 
Magazine Publishers Association | 
of Canada. Fred F. Smith, of | 
New World Illustrated and Nou- | 
veau Monde, Toronto, was elected | 
vice-president; Robert G. Ent- | 


fair; A. W. Dancey, Rod and Gun; | 
Cc. J. Laurin, Canadian Homes & 
Gardens; A. M. O'Malley, Cana- 
dian Home Journal; R. Bruce 
Owen, Maclean’s, and W. C. 
Stovel, Nationgl Home Monthly. 


Form Research Institute 
Alaska Salmon Industry, Inc., 

representing major packers and 

distributors of Alaska salmon, has 


modest beginnings have 


come a number of the 
world's largest companies. 


One of Akron's outstanding 
industrial success stories 
deals with 
wasn't so long ago that 


Harry Sugar was engaged in 


aluminum. It 


making wood storm windows. 
The idea came to him that 
he could make such a prod- 
uct out of this light metal. 
Eighteen months ago he or- 
Three 
months later he started turn- 


ganized Alsco, Inc. 


ing out combination alumi- 


prod i stribution has never been a time in the his-| and every five years thereafter. wistle, of Maclean-Hunter Pub- _ 
se - ae tory of this nation when the need ' . | lishing Company, Toronto, was num windows. 
- for forty-five _ was greater for wise private and Cites Long Range Saving — yoda and I. D. 

we ‘ ; ; Tt ‘i , : ._|Carson continues as manager. ? 
CHICAGO SHOW. gg agen bes 24 ot ‘ar The plan envisaged in this) The executive committee in- Today sales are going ahead 

PRINTING CO - i e abandor program will, if carried out, re-| cludes Noel R. Barbour, Chate- | at the rate of $4,000,000.00 
2639 N. Kildare Ave., Chic 39 | time controls, this is the time to) sult in a much improved program | laine; R. J. Brown, La Revue | dled UY We 
veh / canetinen te ret bend all our energies to help) of basic industrial and business| Moderne; D. B. Crombie, May-| a year. In its brief career 

a ° | make our free enterprise economy ' 


the company has produced 
the materials or has actually 


fabricated 750,000 -windows. 


Small, new plants like Alsco 
are making Akron a health- 


ier, more diversified Market 


' joined with the University of : 
3 after July 1, and sent notices to; Washington in setting up the and a richer retail trading 
» 200 other employes at 60 field of-| Fisheries Research Institute to 
mpor an & fices. study biological problems in the area. 


Yes—mats are as important to a good 
advertising program as water, food and 
heat are to the human body! So don’t 
"sluff off’ your mat business as a small 
detail but give it the thought and con- 
sideration it deserves. 


*k 


Call in a Progressive man now—today 


—have him analyze your mat program 
and show how you can have good, 


In addition to restoration of the 
funds for the current statistics 
program, the Secretary asked the 
full $5,000,000 for a 1947 Census 
of Manufactures. The House had 
allowed only $4,000,000. 


Religion Census Dropped 


His request covered $130,000 for 
a census of electrical industries, 
$600,000 for administrative pur- 
poses, but did not mention a cen- 
sus of religion, eliminated by the 


concentration and perpetuation of 
salmon runs. Dr. William F. 
Thompson, who has been director 
of the university’s school of fish- 
eries, is head of the new research 
institute, which will be located at 
the university campus in Seattle. 


Sweets Names Simon 
Peter Simon has joined the 
Sweets Company of America, Ho- 
boken, N. J., as advertising di- 
rector for the candy and grocery 
divisions, succeeding Neddie Cloth, 


clear-cut newspaper reproduction in House. who has resigned from active 
‘ os service with the company. Mr. 
your next campaign! He asked the committee to in- Simon has had more than 20 
crease the House allowance for years’ advertising and marketing 
the department’s field offices by experience operating his own ad- 
WABASH 1204 $2,069,000 “to permit maintain- vertising agency. 
oo oe ee a ance on a minimum basis of the 78 : 
offices now in operation.” To Televise ‘Queen’ 
EG eASWe ‘These offices, he said, are “the “Queen for a Day,” sponsored JOHN S$. KNIGHT 
Ls / distribution machinery” for infor- by Philip Morris & Co. and Miles 
mation and services to business, Laboratories on Mutual, became PUBLISHER & 
VU AT RK : Xx q a Vi PA XN tf and are of particular importance os a exe ate ge * cing to be regu- 
to small busi : hich. ic ‘ , larly televised, May 21, when the ws + 
517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS ° a poe, 208+ arr be ae a png gagginen redler = <n Maggs we Pos Represented by: 
> economic, statistical < > 
- istical and Wé6XAO, Los Angeles, began pre- STORY, BROOKS & FINLEY 
technical experts. a? ‘ F 
; : senting the half-hour show It 
He reported that in March alone wi]] be televised Tuesday through 
the 78 offices had handled 128,000 Friday weekl: 
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|'WNBC Names Heywood | 


The story of Jonah may be true or false, but the legend of the 
small size of the whale’s throat is definitely false —a creation of the 
irreligious designed to discredit the Bible. 

Strange how we swallow nonsense like that! Strange too, how 
we swallow equally untrue nonsense about newspapers. There is 
the mass and class myth, for instance. Naturally every newspaper 
wants to grow as much as possible, for circulation means revenue, 
and it is the best measure we know of a paper’s acceptance, power, 
and influence. 

Yet there is the general belief that if there is a small newspaper 
and a large newspaper in the same city, the small paper is a class 
paper and the large paper is a mass paper. The small paper reaches 
the sweet-smelling, free-spending, high-living, sound-thinking up- 
per crust, who live so nobly on the right side of the tracks. The mass 
paper reaches exclusively the untouchables. It would seem easier 
for a minnow to swallow Jonah than for an advertising man to swal- 
low such nonsense, but every large newspaper is plagued by the 
mass and class myth. 

There is no such thing as a class newspaper; there is no such 
thing as a mass newspaper in the sense of quality of readership. The 
only difference between a large newspaper and a small newspaper 
competing in the same city is a difference in the measure of their 
success. 

But just as there must exist a relationship between the size 
of the throat of a whale and the size of the thing that passes 
through it, so there must exist a relationship between the size of 
the city and the size of the advertising media in that city. In a big 
city it takes a big newspaper to do a big job. 

The New York Mirror is great among the world’s great news- 
papers. It reaches far more than a million daily, far more than 
2,200,000 Sunday. In the whole United States, only one other news- 
paper now attains the Mirror’s current circulation, daily or Sunday. 
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New Haven ..... 8 —F# —T 
i ee 16 3 18 
‘ | Fred Heywood has been ap- , Springfield ..... ae 12 
MISSOURIS MARKET |pointed news and special events = | Providence .... 2a 10) 
pd | director of WNBC, key station of oe | New York Distriet. 12 2 11 
; a NOWOArK ...--%5. 8 0 5 
;, = weeny DC in New York. He replaces|) Federal Reserve Figures on Department Store Sales ss futrain | 7 or 
SOUL oet A heer, Fhomas B. McFadden, who re- | New York ...... a 11 
81.3 bh On ite breesngd was named assistant man- WASHINGTON—Department store| Federal Reserve Board tabula-| Rochester ...... 13 8 21 
eee wd ager of the station. sales in the U. S. for the week | tions show. SYTACUBS 5..--.- 18 wy Re 
/ending May 24 were 13% greater! On the 1935-39 average dollar | Phiadelphia Dist... 1) ee 
than in the same week a year ago, | volume basis, sales for the week prebansns iad 19 - ‘ 
were 277 on the index, compared| Akron ......... i. 7 . 
PHONE DEPARTMENT STORE. with 273 the previous week and| Cincinnati ...... 12 2 1: 
/ . y/) ¢ ; 245 the same week last vear. Clevelagd ....... 10 4 12 
WA hthehatl 5355 sew ttts SALES INDEX . A y Columbus ......% 10 3 1( 
= “tS =. 1935-39 EQUALS 100 All reserve districts showed| ojedo ........., 13 3. 2p 
; gains, ranging from a 5% year-to-| Pittsburgh ..... 14 oo 
year increase in the Dallas (11th) | Richmond District. 7 2 11 
Week of May 24, °47* .p277 area to 22% in the Philadelphia Washington .... 4 —3 11 
| Week of May 25, °46°.273 || | (third) area. The highest gain| | Baltimore yee 2 
0 W = U S t) t) t) Month of April, ’47* .p226 'was 53% in Louisville and the aa J ; : . 
¢ '{ Month of April, °46*. .223 poorest showing was a 7% loss| Miami ...... eit: ae 
a ag : me ® INC. -j Month of April, "47... .226 | in New Haven. Ve eee a 2 
— hs af 2 Yr.-to-Yr. % Change New Orleans ... 13 5 ( 
ue oe ier CHICAGO Ea’ *Not adjusted seasonally. | Mo. Week Nashville ....... 3 2 13 
De alinnd " | Federal Reserve Jan.- of May | Chiea District... 12 7 15 
Sr reeenary. | district and city Mar. Apr. 24 tenes r oo es “ 12 
“ |'UNITED STATES... 12 pd 13 Indianapolis .... 7 10 13 
#540 N. MICHIGAN AVE. #185 N. WABASH AVE. #410 N. MICHIGAN AVE. x11 E. DELAWARE ST. | ‘Boston District ... 14 $ 64 Detroit ......... 12 7 18 
Milwaukee ..... 8 -—1 15 
St. Louis District... 10 pt 20 
Little Rock .... 3 p—5 { 
Louisville ...... 11 pb 53 
Ot: “RMON. cokes ss 12 7 11 
“ Memphis .,....: 6 —2 18 
Minneapolis Dist... 17 12 ° 
“Minneapolis .... 12 5 
} | are 21 15 
| Duluth-Superior. 13 6 * 
| Kansas City Dist... % 6 6 
= | ek. ree 20 10 13 
7 | Lig! Se ee ~3 —6 —4 
| Kansas City .... 10 11” } 
Bt. gOeeph ...... 6 14 11 
| OkKlahoma City... 5 2 6 
A sr | “SOR a Ben tages 6 1 f 
-\OULD THE WHALE have swallowed Jonah? Everyone who has tis ani. + . 
not measured a whale’s throat knows that it is too small. But it oy ory REE ; ee on 
happens that a whale can swallow a man, and there is at least one, , Houston ......1. 20 4 5 
. San Antonio ... % 10 2) 
well-authenticated, modern case where a man was swallowed by a “San Franeisce Dist. 14 p4 , 
. y + + Los Angeles Area 15 pl 14 
cachalot and subsequently rescued alive. Whalers have often found Oakiand......... 10 0 
: ’ . Se Francisco .. 10 —~1 a-] 
in whales’ stomachs pieces of octopus tentacle much larger than | (mertiand ........ 28 : : 
Salt Lake City.. 13 3 2 
aman. ara 10 0 


*Data not available. 
| pPreliminary. 


| > PERE 
Gallowhur, ‘666’ Name 
bapse Vickery Agency 


Gallowhur Chemical Corpora- 
| tion, New York, maker of Skat, 
Skol and other products, and 
Monticello Drug Company, Jack- 
sonville, Fla., maker of “666” cold 
remedies, have appointed Booth, 
Vickery & Schwinn, New York 
and Baltimore. On the Gallowhur 
account, the agency will handle 
advertising for Skol suntan lotion, 
Puraturf fungicide, Puratized ag- 
ricultural spray and _ Puratized 
S-C for the control of slime in 
pulp and paper manufacture. 


Changes to ‘World Oil’ 


Oil Weekly, published by Gulf 
Publishing Company, Houston, 
will change its name to World Oil, 
effective with the July 7 issue. 
The new name, according to Ray 
L. Dudley, publisher, “fitting!y 
portrays for readers and adver- 
tisers alike the scope and market 
coverage of the publication.” 


Names Carmichael 


Harold J. Carmichael, forme: 
with Hanly, Hicks & Montgomery 
has been named controller a: 
office manager of Rose-Mart!', 
Inc., New York. 


<< 
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covering the advertising busin« ss 
Press... January-June, 1946 
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e U. S. Representative Mike Monroney says the white- 
collar worker can’t continue to make his fixed income 
stretch over rising prices. In the June issue of THE 
AMERICAN MAGAZINE this fighting legislator from Okla- 
homa challenges America to do something about it. His 
frank and fearless discussion will have personal signifi- 
cance for every professional man, public servant, teacher, 
and office worker in the country. So, millions of Americans 
won’t want to miss this authoritative analysis of the timely 
question: 


CAN YOU AFFORD A WHITE-COLLAR JOB? 
By U. S. Representative Mike Monroney 


WHERE IMPORTANT PEOPLE 
TURN TO SAY IMPORTANT THINGS 


7 \merican 


TOUZME 


THE CROWELL-COLLIER PUBLISHING CO., 250 PARK AVE., NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 
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52 
To Kuttner & Kuttner 


Chicago, manufacturer of card 
and game tables, has placed its | 
advertising with Kuttner & Kutt- 


| ner, 


Chicago. Magazines’ and 
tional campaign will break in the 
fall, coincidental with nationwide 
department store promotions on 
the tables. 


Advised to Quit 


eee ae ap 
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Ivory Towers 


| New YorK—The proper field of | 
| college research is in broad gen-| 
eral studies which will be of serv- | 


* There is no substitute for Circulation * 


| ice to business at large, not single 
|companies or groups of com- DALLA 
| panies, Melvin T. Copeland, direc- tive St 
tor of research of the Graduate “Niema! 
School of Business Administra- answer 
tion, Harvard University, told the receivec 
centennial conference of the Col- That 
lege of the City of New York. Fashion 
Business research, one of the with a 
_youngest -activities of colleges, about t 
«+. RETAIL JEWELRY STORE IN AMERICA ied tenes. the. sien. of. promot. Ses Saeeal 
ond — ee See es ae agg Fn ee ing “better understanding of de- * ers, ret 
t y oO . ° . 
Americs listed by Jewelers” Scqualtty’” arcisten eumetottely |ficiencies in management and of ‘ ‘ burypo} 
Board of Trade—excent very designed for personal or | means of remedying them,” he| HELP HIGHWAY SAFETY—Curt Peterson, uae director of euye — retailer 
small stores listed as ‘re- home use — durable articles |. ile T. S. Repplier, president of the vertisin : 
airers’ — 7, RE- mes » the | Said. Co., New York, looks on while T. pplier, pr g tion, he 
TAILERS than are reached ctttmete “SEMaiiies ‘desten Traditional research, conducted| Council, R. M. Gray, ad manager of Standard Oil Co. of New Jersey, and “Neir 
by the second jewelry publi- but also the maximum in | . , : : ee John S. Cuthbert, National Safety Council, discuss plans for promoting high- 
cation —a greater number gracious living, manufacture |in libraries, is unrealistic, and hi . Forty Esso R Sie Ghdlians alll dsanenets, with.clmost plan, v 
than are reached by all other ers and importers of all such | does not compensate for “first way safety this summer. Forty Esso epor er sta Pp : ut int 
jewelry publications _com- oom articles should give heed to . nec 2,000 radio spots. P 
bined! Total RETAILER -cir- CHARTER [dg] MEMBER the prestige-advantageof dis- | hand observation of realities,’ he turer V 
SS — tributing thru jewelry stores. | noted, adding that collegiate re- sad ; : a mini! 
CHICAGO * NEWYORK * PROVIDENCE * ST.LOUIS * LOS ANGELES | search should not confine itself to| Statistical studies, but move on to| Ferres Appoints Short his red 
clinical analysis. 
7 - Jack Short, formerly with th at a 
The advantages of collegiate re-| sqiyrday Night Press, Toronto§ mark-t 
search, as Mr. Copeland sees it, has been appointed head of the 
include: (1) The faculty consti-| newly formed public .and indus. U 
tutes a group of experts available trial relations department of the Mr. 
for counsel and advice; (2) re-|Ferres Advertising Service, To- presi 
search develops greater power | ronto. Compa 
among the faculty; (3) strong in- tained 
|terest in the college in research ume 0: 
gives incentive to making re-| He 
search productive. | for ir 
bo ort eerie chants 
| Appoints Kopmeyer peg well Ri Ana 
| M. R. Kopmeyer Company, | iil 3 % 
| Louisville, has been appointed to | ingredierits has built — 
direct the advertising of Ruey M. | loyal, multi- lead 
1 | Wade School of Aeronautics, | eit oe si ae - liquid 
| Louisville. B =million audience 4 open t 
é, | —— for you in a : “Bu 
‘|| Neumann Joins Gross ——- a 
: Howard Neumann, formerly order 
.4\}with Robert Kahn Agency, has nour 
4 |joined the copy staff of H. M.| 
4 Gross Company, Chicago. | Andale 
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Try Neiman-Marcus: 
Price-Cut Plan, 
Industry Urged 


DaLLas—Specialty store execu- | 
tive Stanley Marcus offers the | 
“Nieman-Marcus plan” as_ one 
answer to the “kick in the teeth” 
received by American business. 

That kick, he told an American 
Fashion Association group, “‘comes 
with a drop-off in business. It is 
about the only thing most of us 
understand—manufacturers, labor- 
ers, retailers.” Terming the New- 
buryport plan of price cuts by 
retailers an “inadequate” solu- 
tion, he said: 

“Neiman - Marcus offers this 
plan, which we stand willing to 
put into effect: To any manufac- 
turer who reduces his prices now 


a minimum of 10%, we will match 
his reduction by selling his article | 
h the at a proportionately reduced | 

mark-up.” 


Urges Mark-Downs Now | 


Mr. Marcus is executive vice-| 
president of Neiman-Marcus | 
Company, which last year at- 
tained the biggest retail sales vol- | 
ume of any store in Dallas. 

He offered these suggestions, 
for immediate action, to mer- 
chants: 

“Retailers should clean out their 
stocks of slow-moving merchan- 
dise. Take your mark-downs 
now, and get your stocks in a 
liquid position—so that you are 
open to buy. 

“Buy for fall on a conservative 
but realistic basis, with the idea 
that you’ll get everything you 
order. Let your manufacturers 
know that you could buy more if 
your prices were lower. Buy with 
discrimination from the man who) 
makes the best goods at the price 
you want to pay. 

“Price your goods on the close 
side so as to give your customer 
maximum value.” 


Up to Producers, Too 


To manufacturers, Mr. Marcus 
addressed this advice: 

“Follow the same _ procedure 
with your resources that I’ve rec- 
ommended to the retailers. Be 
competitive. «Do everything pos- 
sible to get costs down and quality 
up. That will encourage the ulti- 
mate consumer to buy. 

“Deal sympathetically with your 
retailer. Avoid overloading him. 
A liquid retailer who needs goods 
will be a far better asset than a 
retailer who says—‘Not open to 
buy.’ ” 

To labor he suggested: ‘Labor 
can make its contribution by in- 
creased efficiency and production. 
High wages can be justified in this 
forthcoming competitive struggle 
if labor at high wages through 
improved efficiency can help de- 
crease costs.” 

Mr. Marcus is optimistic about 
business. “I believe,” he said, | 

: “that the fall of 1947—by the 
Standards of 1929 or 1938—will 
| be a banner year.” 


SELL SURPLUS NOW, 
KOLODNY ADVISES 

VIRGINIA BEACH, VA. — Joseph 
Kolodny, president of the Na- 
onal Association of Wholesalers, 
illed upon wholesalers to reduce 
narply the price of overstocked 
ierchandise and place it on the 
iarket. In an address before the 
\merican Coal Sales Association 
ere, Mr. Kolodny pointed out 
Nat consumer resistance to over- 
riced merchandise and refusal 
» accept substitutes “has left in- 
imerable wholesalers and re- 
iilers with an excessive inventory 
' products which were grabbed 
» by the consumer during the 
rolonged period of scarcity, but 


which fell into the category of 
slow-moving merchandise as soon 
as scarce goods became obtain- 
able.” 

This excess stock, which was 
characterized as “goods of reason- 
ably good quality,” he said, should 
be put on the market before its 
value deteriorates further. 

“Let the consumer enjoy the 
saving,” he said. ‘“‘Most businesses 
have enjoyed several years of un- 
precedented prosperity during the 
period when so many of our gal- 
lant G.I.s sacrificed their lives.” 

Wholesalers, he suggested, may 
well take the lead in this situa- 
tion since they, as the balance 
wheel of the American economy, 
can influence the manufacturer to 
produce lower-priced goods and 
can influence their customers—l,- 


600,000 retailers—to lower their 
operating costs and thus expedite 
the movement of merchandise. 


2 Join Behel & Waldie 


Helmut Boenisch, formerly lay- 
out artist with Whitaker Guern- 
sey, Chicago, Sykes Advertising 
Agency, Pittsburgh, and Pitts- 
burgh Ad-Art Studio, has been 
appointed associate art director 
of Behel & Waldie & Briggs, Chi- 
cago agency. Francis W. Kennis- 
ton, formerly with D. J. Carlson 
Associates, Chicago, has joined 
the agency as layout artist. 


Promotes Hudson 


Ruth E. Hudson, radio copy- 
writer of Malcolm-Howard Ad- 
vertising Agency, Chicago, has 
been named radio copy chief. 


-53 


Joins ‘Magazine Digest’ | Publications, has joined Magazine 
Harland J. Nordbye, formerly Digest, New York, as advertising 
| with Esquire, Coronet and Fawcett | manager. 


FINE OFFSET LITHOGRAPHY 


SHH 


THE VERITONE COMPANY 
CHICAGO 10 
WHITEHALL 5957 


SPARKLING 
HALFTONES 


57 W. GRAND AVE., 


ouT 


ty Teip 


MOUTH 
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L, vet it Baling, 


altimore 


If you, too, missed the news that Baltimore is 57,620°* 
families bigger, get wise: 


Now more than ever, to cover bigger Baltimore, you 
need the biggest paper — 194,063 City Zone circula- 
tion among 321,158 families, and the News Post total 
circulation is 221,127. 


*Sources: Director of Statistical Section, Baltimore City Health 
Department; Building Engineer, Baltimore County; Super- 
visors of Assessments, Howard and Anne Arundel Counties. 


FOR 1947, MORE THAN EVER, IT'S THE 


News-Post 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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“IBCing you”’ 


“P.M. Party” Rates a Hearty 
Ovation in Hoosierland 


After eleven solid months of five fun-fests a week, WIBC’s 
post-noon participating show—“P.M. Party”—is still making 
good use of the studio S.R.O. shingle and pyramiding in popu- 
larity with the ever-growing WI BC stay-at-home audience. 
Heard Monday through Friday from 2:15 to 2:55 p.m., “P.M. 
Party” features such high-octane talent as Tenor Dave Ham- 
ilton, Organist Joe Clauser and the studio orchestra, with 
Emcee Gene Kelly handling the quick quips and awarding 
prizes to participants. For full details on how “P.M. Party” 
can best be used to elevate your Indiana sales standing, see 


your John Blair Man. 


1070 KC 


JOHN BLAIR & COMPANY + NATIONAL REPRESENTATIVES 


The INDIANAPOLIS NEWS Station 


-..- in INDIANAPOLIS 


Wibt 


5000 WATTS 
BASIC MUTUAL 


Joins Pitney-Bowes 


James L. Turrentine, who for- 
merly held editorial and public 
relations posts with Shell Oil 
Company and Hazard Advertising 
Company, New York, has joined 
the public relations staff of Pit- 
ney-Bowes, Stamford, Conn. 


Two Join R&R Copy 


Marie F. Welch, formerly chief 
copywriter for Granat Brothers, 
San Francisco, and James Ken- 
nedy, recently with the Biow 
Company, New York, have joined 
Ruthrauff & Ryan, New York, as 
members of the copy staff. 


Names Foster Agency 


The Montreal office of Harry S. 
Foster Agencies Ltd. has been 
named to handle the promotion 
for products of the United States 
Plywood. Corporation in Canada. 


Stockdale to ‘Parade’ 


Arthur W. Stockdale, for the 
past six years on The American 
Weekly’s sales staff, has joined 
Parade in a similar capacity. 


eS 


said they read Downtown Shopping News REGULARLY, 
ind 90% of them live in the higher bracket fental areas. 


1 you want your advertising message directed 16 “petter- 
able-to-buy” Chicago area housewives—625,000 of them 


who will read your story REGULARLY—you can fell them | 


and sell them faster, and at less cost in Downtown Shopping 
wow 


© For dominance in Chicago and adjacent suburbs 


* For scientifically controlled coverage of the better-able-to- 


buy sections throughout this market 
© For 100% regular home delivered circulation 
°.For a milling rate of $1.20 
° Fora flexible, quieky dollar-saving method of sampling 


* For consumer-dealer and market research, scientifically 
engineered for correct answers to your Chicago marketing 
and merchandising preBlems=—-write today for details of 


the Shopping News hatid-failored merchandising and 


advertising plan now being @see successfully by 40 other 
important national advertisers, 


Lhicago 


anton 1 ahopping 


@ recent survey of Chicago Area - 78.7% 


Nations Representatives 


JAMES A. COVENEY Ci 


NEW YORK 


Phone Murray Hill 2-8404 


: 

j 

Spt Fitth Ave., Zone 17 i 
Ff 


CHICAGO 


39 S. State St., Zone 3 
Phone Franklin 8619 4 


BOSTON 


89 Broad St., Rm. 515 


Phone Liberty 4160 


$T. LOUIS 


316 N. 8th St., Zone 1 . 
Phone Chestnut 2400 


lews 722 


39 South State Street Chicago 3 


“pebivered 
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FIC Charges Tag 
Makers in Price 


Conspiracy Case 


WASHINGTON — The FTC has 
ordered 31 manufacturers of tags. 
pin tickets and other marking and 
pricing devices to abandon book- 
keeping and reporting systems 
which were found to be “part and 
parcel of a combination and con- 
spiracy” to fix and maintain uni- 
form prices for their products. 

The order, directed against the 
Tag Manufacturers Institute, and 
firms which produce and dis- 
tribute 95% of the tag products 
manufactured and used in the 
United States, stated that the re- 
porting system restrained manu- 
facturers from cutting prices, and 
prevented the public from receiv- 
ing the benefit of competition. 

It found that price fixing was 
implemented through “open price 
selling,” and was based on “tag 
industry agreements” extending 
back to 1935. 

Each respondent manufacturer 
was found to be filing, with the 
trade association, all price lists, 
invoices and other intimate details 
of its business, which were then 
|disseminated to other members 
of the industry, FTC said. 

FTC found that the trade asso- 
ciation was authorized in the 
agreements to inspect the books 
and records of members, and to 
impose penalties for failure to 
file price lists or invoices within 
specified time. 


Five Appoint Hanau 


Benet Hanau & Associates, San 
Jose, Cal., has been appointed to 
handle the advertising of Apple- 
ton’s, women’s specialty shop; 
Central Medical Laboratory; Cali- 
fornia Insulation Company; Elec- 
tronic Radiation Laboratories, and 
San Jose Registered Cosmetolo- 
gists Association. 


Launches Candy Drive 

O’Brien’s Ltd., San Jose, Cal. 
maker of vacuum-packed candies, 
has launched a campaign in the 
Pacific Northwest market, using 
copy in the Seattle Times, Seattle 
Post - Intelligencer and Oregon 
Journal, Portland. Radio spots 
featuring Latin music and_ the 
slogan “Senor O’Brien from San 
Jose” will also be used. Garfield 
& Guild, San Francisco, is the 
agency. 


Appoints Hoyt 

Mrs. Annabelle Hoyt, director 
}- the Annabelle Hoyt Advertis- 
|ing Agency, Dallas, has been ap- 
pointed to handle the promotion 
| and publicity of the newly formed 
Dallas Millinery Industries, Inc. 
an association of millinery manu- 
Tacturers, jobbers and suppliers 


| Bostitch Boosts Two 


Gil B. Richards has been pro- 
|/moted from assistant sales man- 
ager to general sales manager ol 
Bostitch, Inc., Westerly, R. I., wire 
stapling machines, succeeding F |. 
| Brown, who has retired. Ken E. 
Joy, field manager, has. been 
named sales manager. 
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Ford Motor Company — which 
apparently spends half of its time 
denying reports—denies to AA 
the current report that Ernest 
Breech, executive vice-president, 
would become president on July 
1, on the elevation of Henry II to 
chairman of the board. One ex- 
ecutive close to Henry II ventures 
his personal opinion that “a Ford 
will always be president.” 

oo * * 

Ww. A. Haller Distilling Com- 
pany, which has placed its account 
with Walter Weir, Inc. (AA, June 
2) is a subsidiary of Publicker In- 
dustries, Inc., Philadelphia. Pub- 
licker ‘probably controls more 
beverage alcohol today than any 
other distilling group. Haller 
plans to promote a complete bour- 
bon, rye and blend line. Mr. Weir 
would like to do a “Calvert” job 
on it. He worked on Calvert at 
its launching a dozen years ago. 

* * + 

One rather unpublicized Robert 
R. Young railroad is the Seaboard 
Air Line. The Seaboard may join 
the Young Federation for Railway 


Progress soon. 
* * * 


The outdoor advertising indus- | 


try is thinking of appointing a 
public relations counsel, and 
launching a publicity campaign to 
get more news of this $100,000,- 
000 a year medium to advertisers 
and agencies. 
# * Be 

A 20% drop in retail shoe sales, 
which accounted for a below-nor- 
mal volume of shoe orders placed 
at the National Shoe Fair in New 
York in late April, has resulted 
in curtailed operations for a sub- 


stantial number of New England’s | 


300 shoe plants, according to Max- 
well Field, vice-president of the 
New England Shoe & Leather As- 
sociation. Buyers at the Shoe 
Fair said that inventories are ade- 
quate to meet current consumer 
demand, and that they hope 
prices at factories will be lowered 
within a month or two. Shoe 
manufacturers said that, on the 
contrary, rising costs of labor and 
materials make price drops un- 
feasible. Reductions in factory 
prices usually are not reflected at 
retail sales levels until some four 
months later. 
~ * * 

It’s probable that there will be 
legislative action to renew regu- 
lations on the sale of oleomar- 
garine in Pennsylvania, with oleo 
fees for distributors cut from a 
proposed $5 to $1. Fees of $500 
for wholesalers and $100 for re- 
tailers were outlawed by the state 
supreme court some months ago. 

> ne 


Pathfinder’s community 


pro- | 


grams behind nationally adver- | 


tised brands—in 
Bridgeton, N. J., 


Nampa, 
and Strouds- 


Ida., | 


burg, Pa.—have proved so suc-| 
cessful that there’s a strong prob- | 
ability that the magazine will run | 


the plan 
taneously across the country next 
pring. Business groups in 700 
‘ommunities are said to have 
isked Pathfinder to put the plan 
‘o work in their areas. 
* * * 

American Newspaper Advertis- 
ng Network may come up with 
ome really competitive findings 


in small towns simul- | 


a “Seeing vs. Hearing” study. | 


’r. Paul Lazarsfeld has started 
reliminary analyses. The study 
robably won’t be completed for 
x months. 
co - 

Combined circulation of nine 
ational magazines is now virtu- 
ly as large as the total number 
38,000,000—of U. S. families. 
ach of them has 3,000,000 or 
ore circulation — newest addi- 
ms to the group being American 
egion Magazine and Better 


Homes & Gardens. Collier’s is 
now at or near the 3,000,000 mark. 
Others are Reader’s Digest, 8,- 
000,000 plus, in the domestic edi- 
tion (which, however, doesn’t 
carry advertising); Life, 5,200,000; 
Ladies’ Home Journal, 4,800,000; 
The Saturday Evening Post, 4,- 
000,000; Woman’s Home Com- 
panion, 3,800,000, and McCall’s, 
3,600,000. Total 38,000,000. 


Women’s Reporter and Men’s Ap- 
parel Reporter, handled promotion 
and advertising layout work for | 


J. Walter Thompson Company | TOOlsS Specialty 


and N. W. Ayer, and designed | 


| covers for Fortune and other pub- | of National Firm 


lications. 
—_____—_ : NEw YorK—Transpari-Parts has 
Starts New Fresh Drive been formed here to provide a 
Pharma-Craft Corporation, New | national supply source for three- 
York, has launched a new cam-| dimensional sales tools 
paign for Fresh deodorant in Ca- | Principals include — H 


nadian daily newspapers. Copy | 


also will appear in the rotograv-_ Barry of Display House, Philadel- 


ure sections of a weekend paper. Phia, and Harry W. Smith Jr., 
The drive will continue through | John Mather Lupton Agency, New | 


the summer and fall, with the) York. 


Montreal office of J. Walter! The organizati i iali 
Thompson Company handling the. gay Phe 04g 
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3-Dimension Sales Appoints Harter 


George A. Harter, formerly 
publisher and prewar advertising 
|director of Our Army, has been 
| appointed veterans’ adviser to the 
advertising industry in New York 
for the International Correspond- 
ence Schools. 


Texidor Joins Dell campaign. 


Fernando Texidor has joined 
Dell Publishing Company, New 
York, as art director in charge of 


Joins Labor Bureau 
Brunswick A. Bagdon, formerly 


/in scale models, point-of-sale dis- 
plays and X-ray renditions of 
mechanical goods and appliances. 
A national sales organization is | 
being built to offer on a national | 


art work for all promotional ac- 
tivities, as well as director of edi- 
torial 
tions. 


|the United States Rubber Com- 
layout for Dell publica-|pany in Chicago, has joined the 
Since coming to America | Bureau of Labor Statistics, De- | 


assistant advertising manager of basis skills of model craftsmen 


ceramists and _ plastic workers 
whose activities have been local 


from Spain eight years ago, Mr. |,partment of Labor, as regional di- | Or regional until now. 


Texidor has been art director of! rector in Dallas. 


Offices are at 130 W. 42nd St. 


| 


Misi a 


More than 450 Flying Farmers gathered at 
Lincoln, Neb. for first meet on ag-college campus. 


. 


Al Guthrie, manager of Sillwater airport, greets 
Former Baker and his wife, from Morrow, Ohio. 


Brennie Cook, Seilig, Okla. rides fences with his 
plane, lands and talks over ranching problems. 
Oe es, GRP: : 


Alfred Ward, with his farm-business plane, is the , 
air-minded president of Kansas Flying Farmers. 


Air tool... 


Pe: — 


daughter to college, takes the family to church, 
buying trips, vacation junkets... 


standards... is not a visionary improvement of 
but a practical working tool today .. 
SuccessFUL FARMING pictorially proves. 


Best market for airplanes, other aids to bett 


igi: ee ci 


surplus . 


SuccESsFUL FARMING, Des Moines, New York, ¢ 
Detroit, Cleveland, Atlanta, San Francisco, Los 


... concentrated in the 15 agricultural Heart States. . 


SUCCESSFUL FARMING \~ 


i eee 


» 


Bert A. Hanson's farm, at Vernon 
‘4 uses plane to check steer receipts. Center, Minn., has landing strip. 
hy AAS itlewtieaes > 


+ 
is & ea 
4 ae A 3 
Fs eo 


counts cattle, rounds up herds, checks fences, delivers serum, 
hunts coyotes, dusts crops, totes butchered meat to lockers, 
brings seeds and machine supplies, runs errands, carries 


conventions, 


Wings with hp. the airplane is a versatile piece of ag 
equipment... in the business of farming frequently cuts costs 
and labor, saves time, temper, trying and expensive delays 
...elevates cash receipts and profits as well as living 


tomorrow, 


. as any issue of 


er living is 


SuCCESsFUL FARMING... top reading of 1,200,000 top farmers 


. with 


the greatest yields, largest cash incomes, highest investments 
in buildings and machinery, biggest backlog of spendable 
. . best class market in the U.S. in 1947! For more 
facts on the major marketing opportunity, call any office, 


thicago, 


Angeles. 
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© WE DO THE COMPLETE JOB, ANY SIZE “ANY STYLE,’ 
5 JANTITY, ANY COLORS. WE ALLOW STANDARD 
~ AGENCY COMMISSIONS ee 


Two Join Roy Agency | 
| Stanley E. Staffeld, formerly art | 
|\director of Poetzinger-Dechert 
|\Company, Chicago, has been 
named associate art director of 
m | Ross Roy, Inc., Detroit. Donald W. 
Walton, recently released from 


STANDARD AND PHOTOGRAPHIC 
SILK SCREEN PROCESS 
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Newspaper Series 
Introduces New 
Prune Products 


| San Jose, Cat. — Richmona- 


; | 
| 


| the Army air forces, has rejoined 
| the agency’s copy department. 


MANAGEMENT 


AND MANAGEMENT'S PROBLEMS 


_ Ray Corp., Toledo, is using an Aladdin 
| insect repellent lamp promotion to dist 


A R J ys E DA J LY | SHOWMANSHIP—Milton J. Grosse, vice-president in charge of sales, Verd-A- 


biggest national ad campaign to date is planned, through H. M. Klingensmith 
Co., Canton, O. | The 


Chase Company, a leader in the 
|dried fruit industry and pioneer 
packer of prune and apricot prod- 
ucts and nectars, is introducing 
oe ites i |its new line of Heart’s Delight 
‘ |prune products to the national 
_market with an extensive news- 
| paper campaign in major markets. 
Both large and small space ads 
are included in the continuing 
| schedules in 103 newspapers. Copy 
| slant is built around new processes 
{which make the prune products 
|tastier and full of natural flavor, 
|The trade character “Peggy 
| Prune” is featured in each layout. 
three products in _ the 
| Heart’s Delight line are Nectarized 


stunt to present the company's 1947 
ributors throughout the country. The 


| 

Hoot Ad Agency | 
Opens Foreign 
‘Language Unit 


| New York —Hoot Advertising 
| Agency has established an inter- 
/national language division cover- 
|ing 84 languages and associated 
| dialects, believed to be the only 
| one of its kind in the advertising | 
| industry. 

Hoot’s foreign language facili- 


|/prunes, Super-Soft pasteurized 
To Gregory & House |earton prunes and Simmered 

Craftint Mfg. Company, Cleve-| prune juice. According to the 
_ — of oo ge arts ae" ‘processor, the Nectarized prunes 
pases, SS Spouse regory &\are pre-cooked under pressure to 


gger Bien gag eee to direct | retain more flavor and stay softer 


erga Papers | than previous products 

and direct mail will be used. me 
| The Super-Soft pasteurized car- 
ton prunes also are pre-cooked 
Elects Dabney ‘under pressure and require only 

W. R. Dabney, vice-president | a short cooking time by the home- 
and general sales manager of | maker before serving, the com- 
Ironrite Ironer Company, Mt.| pany claims. Simmered prune 
Clemens, Mich., has been elected | juice is packed under a new type 


--» AND IN THE 
CENTRAL WEST 
ESSENTIAL 
BUSINESS NEWS IS 
A HELPFUL JUMP 
AHEAD OF BOTH 


It has to be. For Central Western executives think fast, 

act fast and demand fast, timely facts in making the day's decisions 
in the nation’s greatest industrial area. 

They get their facts — from the Chicago Journal of Commerce. 
This daily business newspaper enables them to beat business 
problems to the punch every business morning. 


It delivers the goods when management's 
thinking business and doing business... 
delivers intense reader interest for your 


advertising to management. 


radio transcriptions for foreign | 
|and domestic markets, phono- 


? ; a director of the company. He|process with special clarifyin 

ties have been used for various) js a vacancy resulting from Gin | ceulaensink. " ries 

divisions of the federal govern-| recent death of Robert Potter. | Brisacher, Van Norden & Staff 

ment, by representatives of for-| re aanbienis is the agenc ; 

eign governments and _interna- Pas y 

tional trade organizations, Mackay | Joins Don Steele ————— 

Radio, TWA, and other organiza- | Jack Springer, formerly with ‘Names Cox V.P. 

tions. Sone ‘the Portland, Ore., bureau of; Robert S. Cox, art director of 
Conrad Thomas Bucci, director | United Press, has joined the staff) Baker & Hosking, New York, since 

of the division, will have a staff |of Don Steele, San Francisco press| its formation, has been elected 

of language experts in America and radio relations counselor. | vice-president. 

for the dubbing-in of sound tracks | ; 

for U. S. export motion pictures, | 


graph recordings, book and maga- 
zine translations, preparation of 
scientific documents, and other 
types of written and spoken media. 
Hoot also will maintain a staff of 
on-the-spot interpreters for inter- 
national business conferences, for- 
eign press correspondents, and 


HAROLD M. LAMBERT 


CATALOG Zo. 5 


OF STOCK PHOTOGRAPHS 
Now Ready For Distribution 


special events in the standard and 
shortwave bands. 

| Harold R. Olsen is executive 
vice-president of the agency, 
which maintains headquarters | 
here at 15 E. 40th St. 


Chicago Sournal of Commerce 


The source of daily business news in the nation’s greatest industrial area Pe 


| 


Bailey Advanced 


The Birds Eye-Snider division | 
of General Foods Corporation, | 
|New York, has promoted G. O.| 
| Bailey from head of production to | 
| general manager, succeeding B. C. | 
Olney, who has been promoted to | 
vice-president of the corporation. | 


| Promotes Van Blarcum 


Cc. C. Van Blarcum, in charge of 
domestic wine sales, has been ap- 
pointed assistant general wine and 

‘liquor sales manager of McKes- 
/son & Robbins, Inc., New York. 


ace Buyers for 40 Years... 


eke) 
$ 2 PER COPY 


LIMITED EDITION 


e 82 PAGES e SPIRAL BOUND 
© 1,262 NEW PICTURES 

e HEAVY DUTY COVER 

e BEAUTIFULLY PRINTED 

e ALL PICTURES CLASSIFIED 

* 


Sead $2.00 COMPLETELY INDEXED 


Guaranteed te de a bang-up job for you — or your money refunded 


HAROLD M. LAMBERT STUDIOS 


2801 CHELTENHAM AVENUE e PHILADELPHIA 19, PA. 


Forty-eight Fargo firms 
have been active space 
buyers of Fargo Forum ad- 
vertising for more than 40 
years! 


Today we serve 1,125 local 
display accounts and 441 
national advertisers, month 
after month. Last year we 
published 259,000 _ indivi- 
dual Classified Ads. 


MOOK 


FARGO 


Members: Audit Bureau of 


Circulations, Northwest Daily 
Press Assn. 


Representatives 
Kelly-Smith Company. 


CAAA AA SS a 


FARGO, NORTH DAKOTA 
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bing to the Television Broadcasters 


struction equipment and_ labor 
idifficulties. 
Applications for nine other | 
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elevision Sales 
Gain; Stations 
Delay Openings 


New YorK—Despite the slow- 


ness with which new video sta-| 


tions are getting into operation, 
the networks’ preoccupation with 
the color vs. black-and-white con- 
troversy, and the few hours of 
entertainment now going before 
the cameras, the number of tele- 


vision sets in use in the United| Krings and Ganville M. Fillmore, | 
States more than tripled during | vice-presidents; Margaret L.| cisco, has been named to handle 
'Gardner, secretary, and Richard 
As of January 1, 1947, a re-|S. Kline, treasurer. 


the first four months of 1947. 


liable trade estimate of television | 
sets in operation in the country | 
was 10,000. Since that time, Radio | 
Manufacturers Association mem- 
ber companies have reported pro- | 
duction of 25,215 television re- 
ceivers as of May 2. No informa- | 
tion as to the exact number of | 
sets sold this year is available, | 
but most manufacturers indicate 
that production figures, for prac- 
tical purposes, can be considered 
as identical with sales figures. 


Eight City Markets Now 


Most of the homes equipped for | 
television reception, it can be as- 
sumed, are located within the 
vicinity of eight U. S. cities which 
have licensed commercial stations 
in operation. New York leads the 
field with three. Los Angeles, 
Washington, Chicago, St. Louis, 
Schenectady, Philadelphia and De- 
troit each have one station. 

Construction permits for com- 
mercial stations have been granted 
to 55 licensees in 24 states and 
the District of Columbia, accord- 


Association. Repeated delays in 
the opening of many of these 
stations have been necessitated by 
shortages of broadcasting and con- 


video stations are pending. These 
are to be located in Los Angeles, | 
San Francisco, Boston, Detroit, | 
Cincinnati, Cleveland, Dallas and ‘| 
Philadelphia (two). | 


New York Ban Lifted 


Trade estimates on the num- 
ber of television receivers which 
will be sold during the next six | 
months vary from 400,000 to 600,- 
000. The recent lifting of the ban 
against video antennas on apart- 


vesting Company of New York, 


owners, is expected to spur sales 
here, 


Testifying before the Federal | 
Communications Commission, the | 


engineering department commit- 
lee of the Radio Manufacturers 
Association estimated that 2,000,- 
000 black-and-white television sets 
could be sold during the next 
three years. 

At the present, most of the 
higher priced, larger receivers are 
being sold to restaurants, taverns 
and bars, while the more inex- 
pensive models are going into 
Private homes. A few manufac- 
turers are concentrating on models 
for restaurants and bars, viewing 
as the most lucrative current 
market. 

in the final analysis, progress 

the television field depends 

n the speed with which com- 

cial television stations get into 

ration. Once a nationwide 

in of television stations is on 

air, video receiver sales are 
€xpected to boom. 


Appoints Docker A.M. 
harles Docker, formerly with 
American Can Company, has 
1 appointed advertising man- 
r of the Mark Hopkins Hotel, 
Francisco. 


| Webster Names Foley 


G. L. Webster Company, Cheri- | 


‘ton, Va., maker of Ten Grand 
-vegetable juice cocktail, tomato 
| juice, etc., has named Richard A. 
|Foiey Advertising Agency, Phila- 
delphia, as its merchandising and 
advertising counsel. Plans are be- 


|ing made for expansion in eastern | 


/markets, using newspapers, car 
| cards, radio and point-of-sale ma- 
| terial. 

| 

| Gardner Elects 


| Howard Campbell has _ been 


Fader Appoints Coons 


Robert Allen Coons, formerly 
with Schenley Distillers Corpora- 
tion and the Hearst organization, 
has been appointed director of re- 
search of Franklin Fader Com- 
pany, Newark advertising and 
| marketing counselor. 


Best Opens NY Office 

| Gordon Best Company, Chicago, 
|formerly McJunkin Advertising 
|Company, has opened a New York 
|office at 30 Rockefeller Plaza, 


|/under the direction of Arthur W.. 


elected president of Gardner Pub- | Ramsdell. 

prove Inc., Cincinnati, suc-| _ 
ceeding the late Don Gardner. | 2 

/Other new officers are John M. | To Manning & Russell 


The Complete 
Production Service * 


For photography, photostats, 
planography, and offset 
printing — call on the skill 
of RAPID craftsmen for any 
or all of your advertising 
production requirements. 


*One supplier means fewer 
worries for you. 


Manning & Russell, San Fran- 


the advertising of Purity Sausage | © 
|Company, San Francisco. ios 


4 


STATE 5 
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ment house roofs by the City In-| 


a Major group of apartment house | 
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Appoints Robb 


and Mail. 


coy 


| Two Join Brisacher 
THE LETTER SHOP, Inc. f J 


431 S. Dearborn St., Chicago 5,lllinois 


& Staff, San Francisco, as fie 


‘ _ |representative and merchandising 

Andrew W. Robb, vice-presi- counselor. 
dent, has been appointed president|;recentl-y discharged from the 
fax, N. S., publisher of the Herald | production staff. 


Deane Weinberg J 


| 
| 
| 
| 


Representatives Elect 


| The New York State Magazine 


Id | 


Three Actors Are 
‘Fathers of Year’ 


| New York —Frederic March, 
|Bob Hope and Edgar Bergen will 
ber the spotlight as the fathers 
of the year on June 15. The three 


?.. 


| 


Harold Grainger, formerly with | Representatives Club has elected 
'the Wine Advisory Board and|George Hall, 
| the Wine Institute, San Francisco, | president; 
| has joined Brisacher, Van Norden | Household, 
. |Ralph G. Wood, Ideal Women’s | tively. 


of Mademoiselle, 
C. Kenneth Wright, 
vice - president, and 


CC (Ose 
WHOS: GETTING “Da 


THE LIONS SHARE ? 


How the American Negro spante ten billion dollars annually is a vital 
uestion, to which we will soon have the answer. The Research 
ompany of America is making a brand preference study of the 25 

principal areas inhabited by Negroes in the U. S. This is the only study 

of its kind ever conducted. Reserve your copy on your letterhead now. 

We serve 24 times as many Negro papers as all other representatives. 


INTERSTATE UNITED NEWSPAPERS, Inc. 


NEW YORK @ CHICAGO e@ DETROIT 
545 FIFTH AVENUE NEW YORK 17, N. Y. 


Group, secretary-treasurer. 


WESC Names Bowers 


Cliff W. Bowers, formerly sales 
promotion manager of Station 
WDOD, Chattanooga, has been 
named sales and commercial man- 
ager of Station WESC, Greenville, 
a. &. 


Koerting Promoted 


Miles Laboratories, Elkhart, 
Ind., has promoted William E. 
Koerting from export manager to 


eign sales. Manuel Perez will 


| succeed him as export manager. 


| 


| 


| 


| 


have been selected by the Na- 
tional Father’s Day Committee for 
this honor as representatives of 
stage, screen and radio respec- 


Radio programs with wide fam- 
ily appeal awarded special cita- 
tions by the committee include: 
“The Adventures of Ozzie and 
Harriet,” “Pepper Young’s Fam- 
ily,” “One Man’s Family,” “Date 
With Judy,” Fibber McGee and 
Molly, “Life Can Be Beautiful,” 
“Ma Perkins,” “My True Story,” 
“The Greatest Story Ever Told” 
and “Mayor of the Town.” 


Opens Beaumont Office 
Howell, Sparks, Cable, Inc., 


vice-president in charge of for- | Houston, has opened an office at 


227 Perl building, Beaumont, Tex., 
with Lee Krauss in charge. 


= 


NANRGE 


NEW IDEAS, new models, new trims, 
new services, are constantly building new 


sales of merchandise of all sorts. Twenty- 


five years ago we were just learning the 


ONE OF THE MOST IMPORTANT 
WORDS IN MERCHANDISING 


sales power of obsolescence — the auto- 
mobile taught it to us. Now we've grasped 
the idea with enthusiasm — in almost 
every line. CHANGE has brought about 
new competition as well as new sales. 


CHANGE is the American symbol for 


Advertising Age, June 9, 194) 


OW HE TODAY! ~s 


ALLIGATOR Cy... 


THEY GUARANTEE uC 
BETTER SMOKING 


-OR YOU SMOKE THEM WITHOUT COST 


BLENDED OF SUPERS TOBACCOS a4 +7 5 
~"AIR-WASHED” TO ELIMINATE | 


sxeass TOBACCO DUST- 4 


2 PROVED CAUM OF WarIAnON 


6 BETTER CIGARETTE Twa TOUR PRESENT BRAND 
row 


ALLIGATOR Cyc 


@ THEY RESPECT YOUR THROAT |.” 


NEWCOMER — Alligator cigaret; 
wound up an introductory campaign in 
New England with ihis 1,000-line suc. 
cess story, and made an entrance into 
the highly, competitive, popular-price 
cigaret market of New York with this 
announcement copy in Manhattan 
newspapers {AA, May 19). Duane 
Jones Co., New York, handles the ad. 
vertising for Larus & Bro. Co., Rich. 
mond. 


Newspaper Copy 
Opens Campaign 
for Insecticide 


Kansas City, Mo.—Cook Chem- 
|}ical Company, which made sales 
tests in Kansas City and in Texas 
during the latter part of the 1946 
insecticide season for its “10 68,” 
this year is offering Cook-Kill, a 
speeded up combination of ‘10 68” 


progress! 


NDOOR DISPLAY MATERIAL 
SHARES IN THIS.. 


New motivations. New ideas in action displays. 
New ideas in size, color, shape. New thorough- 
ness in planning. New store studies. New cus- 


tomer surveys have all contributed. We demand 


more from this on-the-spot sales force. 


McCandlish experts are constantly contributing 
to the production of displays that talk, displays 
that interest, displays that se//. It’s a business 


that’s eternally new. The architectural changes 


new problems. 


in stores, the new methods of displaying mer- 
chandise, the super markets, the giant drug 


stores, the chain store ideas, have all developed 


McCandlish men are alert to these facts. They 


are constantly studying them. They want cus- 
tomers to have displays that will be used — 
displays that talk. They will help you get more 
from this on-the-spot sales force. 


We are always glad to tell the McCandlis/ 
story to interested people. We work two ways: 
1. We reproduce what you and your agency 


] 


may develop, contributing unusual construc- 


tional skill and ingenuity plus faithful 


handle all the 


reproduction. 2. On request we 


R / 
i 


creative work of developing the display ma- 
terial from conception to production. 

Let us send you a copy of our interesting 
new booklet, ‘The Creation and Production 
of Advertising Displays.’’ Contains 48 vital 


illustrations from our movie of the same title. 


Write for it to 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 


ROBERTS AVENUE & STOKLEY STREET ¢« PHILADELPHIA 


|and “Extane.” 
| To promote Cook-Kill, Cook 
|Chemical is running full-page 


newspaper copy in 21 major mar- 

|kets and 31 secondary markets 
|throughout the Midwest and 
_ South. Copy is in four colors 
where it appears in comic sec- 
tions, while in run-of-paper space, 
where color is available, two 
colors are used. Yellow is the 
/second color. 

For the initial promotion, Cook 
|will use only newspapers, 
|}although radio and other media 
| may be used sometime after Jan 
41, 1948. Helps for Cook Chem- 
ical’s dealers include counter dis- 
plays, large interior store displays 
/and double-size jumbo blow-ups 
|of the two-color, full-page news- 
| paper copy. 

Bruce B. Brewer & Co. is the 
agency handling the account. 


| Appoints Martin Agency 

| Trowbridge Conveyor Company, 
| Clifton, N. J., manufacturer ol 
| portable conveyors, has appointed 
| George Homer Martin Associates, 
Newark, to handle its sales pro- 
| motion. Business papers and (l- 


/rect mail will be used. 


| 

Names Gray Agency 

| Russell T. Gray, Inc., Chicago, 

| has been named to handle the «d- 
vertising of Chicago Metal Huse 
Corporation, Maywood, IIl., m 

| ufacturer of flexible metal hos« 
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59 Bs" 
4 |promote Kodak and _ Brownie | H 

Montiegel on Own ee eae Mtea ae 5 Wal. |Hogel Adds Briller ‘Paper Makers to Meet 

Fred F. Montiegel has resigned | tey Thompson Company, New | Irene Briller has joined Max} The Waxed Paper Institute will 
as vice-president and account ex-| york, is the agency. Rogel and Associates, Newark | hold its annual meeting June 12- 
petroeee a. rye ogg oe PS pes WEE [aceon relations firm, as press re-/| 13 at the Royal Connaught Hotel, 

ency, Milwaukee, to become as- lations director. | Hamilton, . ghee 
sociated with Don McNeill Enter- Tells Story of FM ere re 


prises, Inc., Chicago, as publisher The radio division of Stewart- | 
of an annual yearbook for “The| Warner Corporation, Chicago, has | 
Breakfast Club,” and to operate a| published a booklet on FM radio 
free lance advertising and public| transmission, describing the dif- 
relations service from Room 2105! ferences between FM and AM 
of the Merchandise Mart, Chicago. | broadcasting.. The booklet also 
His advertising accounts have! features Stewart-Warner AM-FM 
been taken over by Jack F. Costi-| radio sets. 
gan, who joined the Morrison —__—_ 


First pick for the 
first picnic of the year ! 


ae 


SURVEYS BY 


DVERTISERS THEMSELVES PROVE 


CANDY [INDUSTRY 


a » —- 7. ee | om 
“=e agency last year. ‘Newsweek’ toHawaii is MOST reav, MOST prererreo f. 
W tee pon ACES —_—_——_——_—- veg age a eee | in the confectionery field! _ 
- G2 Kodak Uses Spreads — site, Hawai, permitting dis. FIRST." ites sication, = 
<i -~~ | Eastman Kodak Company,|there on the same day it appears in Advertising Volume too!* _ 
ss =====- | Rochester, has scheduled Life|on the West Coast. Newsweek’s 7 “TR SF 
ar ee Clone tana Aug. 18) and The | Pacific edition, printed in Manila | CANDY [INDUSTRY the Newspaper of Confectionery Business 
The best and othing but the best is hie? ARMOUR Saturday Evening Post (May 31/|and Tokyo, will continue to serve | one ene, Tamer Saver * 58 Sone S.. Seay Mate Gay 
and Aug. 2) for color spreads to! the western Pacific area. i ce adele lide Mi tees eee 
PICNIC PROMOTION—Armour & Co. | Bie 
ran this full-page ad in 92 newspapers i = 
May 27 promoting its eight widely Oe 
varied “Armour Star Hot and Cold 
Hits." The company may repeat the 
picnic promotion. Foote, Cone & Beld- 
ing is the agency (AA, June 2). ENTINEL 1S 
17,050 MORE 
- Y ' 
State Soft Drink EK DA 


Tax Is Invalid, = at? oe ~— 
Bottler Contends —_—— ™ a vag the pest 10 yours 10 


HARRISBURG—A taxpayer’s suit 
contesting the constitutionality of 
Pennsylvania’s new _ soft drink 
tax, which levies an excise im- 
post of one cent on each 12 ounces 
of bottled drinks and one-half 
cent an ounce on syrups used in 
the soda fountain mixing of 
drinks, has been filed in Dauphin 
County court here. 

Marshall H. Morgan, attorney 
for Philadelphia bottlers, filed the 
suit on behalf of Dominick Maida 
after the state Supreme Court re- 
fused to take original jurisdiction | 
in a similar suit. | 

The suit contends that the tax 
lacks uniformity as required by 
the state constitution and is con- 
sequently “unfair, discriminatory | 
and confiscatory.” 

The new levy became effective 
June 1, along with other new 
taxes of two cents a package on 
cigarets and one cent a quart on 
beer, both of which are double the 
former state tax’rate. 


dited 


* ang— Au 
irculations 
aye Dec. 31st. 


Breskin Cuts Rates 
on Two Publications 


Breskin Publications (Modern 
Plastics and Modern Packaging), 
New York, has announced a de- 
crease in page rates as of July 1, | 
applicable to all contracts carry- | 
ing the 1947 rate. The new 12- 
time page rate on Modern Plastics 
is $275 as against $300, while on | 
Modern Packaging it is $235 as | 
against $250. 

Breskin claims the cuts are the 
first voluntary rate reductions | 60257 
since the war among business pa- | 


pers, and says they are made de- | 
spite greater circulation and | 59000 
larger space sales than ever be- 
lore. “The rates are being re- 


| 


EVENING 


nr 
o 00 
duced because business is good | = 580 
and the publisher is willing to| 
take less profit,’ the company z 57000 
says 
= 56000 
Clark to WLOG 5 
Chet Clark, formerly announcer = 55000 \ 
at WCAE, Pittsburgh, has been we | as 
med manager of WLOG, Logan, ——n al 
W. Va. = 54000 
a | o 
@® 53000 MORNING 
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Figure Both Cost 
and Value, Agency 
Executive Insists 


Profit Situation Is 
Highly Incongruous, 
Chope Points Out 

New YorkK—R. L. Chope, Cres- 


cent Advertising Service, Kala- 
mazoo, Mich., is lining up with 


those who don’t agree that agen- | 


cies get too much compensation 
or make too much profit—but he 
has his own ideas about the validity 
of the existing system. 

Adding his comments to those 
of other agency men in the recent 
discussions of agency profits (AA, 


May 26), Mr. Chope puts it this 
way: 
The profit situation in the’! 


agency business is highly incon- 
gruous. Only when the incon- 
gruity is removed will we clearly 
be able to say that agencies do or 
do not make an adequate profit. 

The anomaly is this: Agency 
compensation bears little or no 
direct relation to the cost of pro- 
viding the services rendered. In 
fact, agency compensation bears 
little relation even to the value of 
the service to the client. 

In any other industry the cost 
of manufacturing an article or 
rendering a service is determined 
and the price is then set. If the 
price is too high, buyers will not 
buy and a way must be found to 
reduce the price or increase the 
value to the buyer, which is the 
same thing, so that sales can be 
made. 

The price of a service is based 
on its cost, also. The engineering 
firm sets its cost at a certain rate 
per hour or per day per employe. 
This cost includes the engineer’s 
time plus overhead, supplies and 
profit. If the price is too high, 


“ the buyer must seek elsewhere or 


the wages of the engineer must 
be reduced or some other change 
must be made to lower costs or 
increase the value of the service. 


No Such Relationship 


In either case, the price of the 
article or service is determined by 
its cost. The economic possibility 
of producing the product or ren- 
dering the service is determined by 
the buyer’s ability and willingness 
to pay for it; by its value to him. 

In the agency business, how- 
ever, no such cost-price relation- 
ship exists. When the 15% com- 
mission method originated, the 
publisher included in his costs, 
15% for selling the space. It was 
up to the agent to find a way of 
providing the service, i.e., selling 


De hth ath, 
vew YORK Dt wo 


7 Se. Beerbere St. Ohicene 


the space, for the amount allotted. 
For this price he could perform 
whatever services for the adver- 
tiser that he felt the 15% 
for. This service usually included 
only copywriting and placement 
service. Rates were such 


by the 15% but the agent was 
not overly compensated. 


As rates and appropriations in- | 


creased, so did agents’ profits. 
There was pressure on the agent 
to reduce the cost of his services 


paid | 


that | 
these services were well covered | 


by rebating commissions. This he | isfactory. 
did until rebates were generally But as agency functions in- 
prohibited. creased in complexity, commis- 


|sions on space became less and 
| less an index of the service ren- 

So the agent took the other| dered by the agency. An adver- 
alternative. He could not lower|tiser with a staple product may 
the price so he increased the serv-| buy a million dollars’ worth of 
ices rendered, which accomplished |space and require no_ services 
the same result. So long as the| other than the writing of the 
agent’s function remained simple,| copy, the mechanical preparation 
involving the placement of space | 
and preparation of copy, the ar- 
rangement was more or less sat- | 


Extra Services Provided 


space and perhaps a little mar- 
ket research so that the space 


of the plates, the placement of the | 
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may be bought intelligently. 1), 
commission amounts to $150,()0) 
Another advertiser with a heyy 
product may place $100,000 wort, 
of space and requires, in additig, 
to the services rendered the othe 
advertiser, help in setting up» , 
dealer organization, extensive r-. 
search, merchandising aids, ey. 


tensive testing, and many othe 
services. The commission amoun\ 
to $15,000. 


Many agencies, of course, hay 
attempted to solve this dilemn, 


The Iron 


during the Annual Convention of the Associa- 
tion of Iron & Steel Engineers at Pittsburgh, 
Pa.—will again this year produce hundreds of 
inquiries for firms whose equipment and 
process developments are recorded in the 
editorial features and advertisements. Top- 
flight executives, engineers, operating and pur- 


chasing officials of the iron and steel industry 


<<a DIE. 
\ yeont caawe Sr Ss . Pre-Convention Issue, September 8, 1947 
STE Neon a * JronkSteel Ad Daily Bews This issue will include a special supplement devoted entirely to 
Tycontst A wniutes : RICHARDS WARNS UNIONS the livest subject in the industry today, materials handling from 
Viet on weed nist HERDS f-w' scope merger _ the ore mine to the finished product, as well as the regular section 
not noe at “a "| eet ae with the complete program and advance abstracts of technical 


gee eee : 


hen | 


& Steel Daily News—published 


| OPEN HEARTH 
| WINS KELLY AWARD 


— ae so i 


and Steel Daily News. 
interest is Keenest! 


read the Daily News—at the Convention and 


at home—for reports of activities, technical 


this great industry are searching for new or 
improved equipment, methods and materials. 
That’s why you will want your products rep- 


resented in each of the five big issues. 


10,000 CIRCULATION EACH ISSUE 


papers to be presented at the convention. 


Four Regular Dailies, September 22, 23, 24 and 25, 1947 


Four regular Dailies will cover up-to-the-minute news of each 
day of the Convention, new equipment and processes of interest 
to the entire iron and steel industry. Editorials and advertise- 
ments in these issues will get attentive reading. Guaranteed 
circulation of each issue—10,000 copies. 


Reserve Space Now—for a complete schedule in the Iron 
Make your impact when Buying 
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BUYING INTEREST 


sessions, news of personnel and equipment 
developments. No other publication reaches 


this vast market—at a time when buyers for 


1010 EMPIRE BUILDING, PITTSBURGH 22, PA. 
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by making individual 
which call for extra payment for 
services outside specified limits. 
This is a step in the right direc- 
tion but it merely soothes a symp- 
tom, it does not attack the dis- 
ease. What is so sacred about the 
15%? Why not compensation based 
on service rendered? 


Costs Vary Greatly 


The agency is no longer the 
representative of the publisher; 


contracts | 


| Margin. 


| media 
the agency represents the adver- | 
. 


tiser. Some large advertisers can 
be served profitably on a 5% 
Others require 20% or 
25%. But why not service on a 
unit cost, contract or hourly rate 
basis? There is a sufficient differ- 
ence in talent and organization to 


/allow each agency to command 


its price. 

If one of these methods were 
used, the agency would be 
tempted to recommend high cost 
in order to increase com- 
missions. The larger agencies 


less . 


would be able to handle smaller 
accounts that desire large agency 
services and are willing to pay 
for them, but who simply have no 
use for full color spreads in Life 
and the SEP. Agencies would 
know more accurately the actual 
costs and income on any given 
account. 


‘Eliminate the 15%’ 


The advertiser would be able 
to buy whatever services he re- 
quired as he required them. He 


would get what he paid for and 
pay for what he got. 

Eliminate the 15% in thinking 
as well as action. Price agency | 
service according to its cost and} 
its value to the advertiser. Then, | 
working with flexible, measure- 
able factors, the agency can adjust 
its services to meet the needs of 
the advertiser and at the same 
time show a profit. If the agency 
cannot provide services of suffi- 
cient value to command its price, 
then it is an economic parasite 


your advertising in the 
DAILY NEWS brings 
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which does not justify its existence 
by the creation of an economic 
good. 


Product Design “ ‘ 
Competition Resumed | 


Electrical Manufacturing has 
announced resumption of its war- 
interrupted annual product design 
contest, with cash awards totaling 
$2,500 offered for excellence in 
design and achievement in engi- 
neering new electrically operated 
machines, appliances or equip- 
ment. 

The current contest will close 
Aug. 6, and manuscripts describ- 
ing award winning products will 
be published in the paper’s Oc- 
tober issue. 


John Regan, for 14 years on the 
| editorial staff of Haire Publishing eS 
|Company, most recently as edi- 
| torial director of the Haire avia- 
| tion papers, has joined John Ma- 
| ther Lupton Company, New York 
|agency, as vice-president and 
/manager of its technical news di- 
| vision. 


Regan Joins Lupton se ; 
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Annual Sporting 


Goods Sales Put 
at $595,000,000 


Cuicaco—An estimate of annual 
demand for 35 lines of “sporting 
goods” from 1946 to 1950, based 
on demand trends from 1929 to 


Snyder Business Research Re- 
ports. 

The report, “Trends in the 
Sporting Goods Market,’ shows 
that consumer purchases of sport- 
ing goods normally account for 
|less than 0.8% of all U. S. con- 
|sumer purchases. It estimates 
| that total factory output of $288,- 
|000,000 annually from 1946 to 
| 1950 will be required to meet in- 
dicated average annual consumer 
demand of $595,000,000 for sport- 
ing goods, “if the latter demand 


1939, has been published here by | 


HE July issue of INDUSTRIAL MARKETING, 

reporting the meetings and events of the silver 
anniversary meeting of the National Industrial 
Advertisers Association, is the ideal place for you 
to report to industry, too. 


Report on how you serve your particular segment of 
industry, how you keep executives informed of the 
latest developments, how you reach an ever-growing 


and more important group, how you influence their 
thinking. 


You have a great deal to report to the interested 
audience which will receive this issue of INDUSTRIAL 
MARKETING. It will be the largest audience in the 
history of the publication. Like the NIAA, like indus- 
try, we have been growing rapidly. 


Not only has our audience grown. Our services to 
our readers have grown. More articles, better articles, 
with more basic digging and research and fact-find- 
ing behind them, have made our standing with our 
readers grow to an even greater degree. 


Our coverage of the 25th Anniversary Conference 
of the NIAA will be the best we ever have given 
to an NIAA meeting in the organization's history. 
More of our editors will be there than ever before. 
More photographs will be made. Our July issue will 
have reader-interest unusual even for INDUSTRIAL 
MARKETING, which for more than 30 years has been 
the “bible” of industrial advertising, marketing, and 
sales executives. 


2 ae 


SELLING AND ADVERTISING TO BUSINESS AND 


wtp din a ee 


INDUSTRIAL f 
MARKETING | 


With INDUSTRIAL MARKETING affording you the 
biggest, most important, most interested audience in 
its history, you must have some things to report about 
your progress that will be just as interesting to our 
readers as the material presented by our editors. 


You have a big stake in industry and the distribution 
of its products. Take advantage of this timely opening 
to report to industrial executives. The July Convention 
Report Number of INDUSTRIAL MARKETING gives 
you a made-to-order opportunity to get the maximum 
interest for your story. 


inoustTry 


$3,550,000; 


$4,400,000; 
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actually eventuates.” 


Department stores in the °2)<. 


sold about 7% of all sporting 
goods, the Snyder report shows 


For each of the lines covered 


the report shows the change ip 
consumer demand from 1929 ty 
1933 and from 1933 to 1942, the 
average annual rate of demand 
growth from 1933 to 1942, and a 
projection of average annual ce- 
mand in 1946-50 at both retaj! 
and manufacturer prices. 


$16,750,000 of Golf Balls 
For golf balls, for example, the 


report shows that manufacturer; 
sold $7,460,000 worth in 1929, $2.- 
987,000 in 1933 and $5,603,000 in 
1939; that consumer demand for 
golf balls dropped 55% from ‘29 
to °33 and rose 112% from ’33 to 
°42; that demand increased 8.7% 
per year from ’33 to ’42; that an- 
nual retail sales may total $16.- 
750,000 from ’46.to ’50, reflecting 
manufacturers’ sales averaging 
$10,000,000. 


Average annual retail sales vol- 


‘ume until 1950 is predicted for 
'the following lines: 


Baseballs, $9,800,000; 


cameras, 


$51,500,000 for Sun Glasses 


Canoes, $665,000; rowboats, $3,- 
400,000; sailboats, $4,500,000; sails, 
inboard motor boats, 
$13,000,000; outboard motor boats, 
$3,250,000; outboard motors, $30,- 
000,000; skis and snowshoes, $4,- 
700,000; sleds for children, $2,900,- 
000; sleighs and bobsleds, $32,500: 
toboggans, $500,000; tennis balls, 
tennis goods except 


$4,500,000; 
balls, $9,500,000. 


Bicycles, $79,200,000; roller and 
ice skates, $15,500,000; sun glasses 
and goggles, $51,500,000; gym- 
$1,300,000; 
playground equipment, $4,750,000: 
tents, $7,350,000; film projectors, 
$23,750,000; fireworks, $7,200,000: 


nasium equipment, 


playing cards, $25,500,000. 


The figures on average con- 
sumer demand are based on “as- 
sumed continuance of past rate of 
growth adjusted for cyclica! 
changes and anticipated cyclical 
changes.” The latter relate to fre- 
quency of replacement, national 
economic changes and other fac- 


torse 


_ Copies may be obtained at $10 
from the Snyder organization at 


!11 So. LaSalle St. here. 


‘Blond Beer with Body’ 
Gets Promotion 


Jere Bayard and Associates, | 
Angeles, has been named 
handle advertising of Tecate be 


| product of Tecate Importers, I 
|in a campaign utilizing all ma 


media to feature the brew as “t 
blond beer with the body,” w 


accompanying art to be provided 


by Fritz Willis, Esquire illust: 
tor. Annual budget is said to € 
ceed $250,000. 

Tecate is testing a _localiz 
merchandising program in 5 
Diego, with a variety of sp 
broadcasts over KFMB, KSI 
and KYOR, as well as paint 
bulletins, street car and bus di 
cards, and half pages in the S 
Diego Journal and San Dt 
Tribune Sun. 


McKibbin Joins Honig 

Frank L. McKibbin Jr., ! 
merly assistant to the vice-pr¢ 
dent in charge of sales of Ben H 
Products, Los Angeles, has jol 
Honig-Cooper, Los Angeles 
vertising agency, as account < 
ecutive in the grocery produ 
division. 


other 
‘baseball goods, $9,200,000; pistols 
and revolvers, $3,000,000; rifles, 
$17,000,000; shotguns, $19,500,000; 
cartridges (all types), $81,000,000; 
equipment for hunting and shoot- 
‘ing, $4,000,000; fish line, $12,800,- 
000; fishing rods and reels, $22,- 
500,000; fishing tackle other than 
rods and reels, $18,700,000; foot- 
| ball, basketball and boxing goods, 
$17,500,000; golf balls, $16,750,000; 
golf clubs, $18,900,000; caddy bags, 
$50,000,000: 
cartridge or roll films, $52,500,000. 
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Agency GroupHits 
Radio ‘Sabotage’ — 
of Advertising | 


Tutsa—The “certain radio per- | 
formers” who “belittle and ridi- | 
cule advertising” came in for a) 
slashing attack at the hands of) 
the Southwestern Association of 
Advertising Agencies, which said | 
this trend has the effect “of a 
subtle campaign of sabotage 
against the entire advertising in- 
dustry.” 

The association, including 41 | 
agencies which claim to place) 
more than 85% of all advertising 
originating in their area, exclusive 
of retail copy, at a meeting here 
called upon sponsors and net- 
works to “reconsider this ill-ad- 
vised practice of broadcasting 
programs which tend to destroy 
public confidence in the value and 
integrity of advertising.” 

The association named no 
names. Its president, Thomas F. 
Conroy of San Antonio, in an- 
nouncing its action, said the group 
“agrees that any advertiser has 
the right, within FTC regulations, 
to say what he wishes about his 
own product. But we do not be- 
lieve he has the moral right to 
sabotage advertising as a whole 
and, by burlesque and ridicule, 
help to undermine public confi- 
dence in other people’s advertis- 
ing. 


‘Cynical Attitude’ Results 


“Effects of this kind of sabotage 
against advertising are particu- 
larly apparent in the cynical and 
disbelieving attitude among youth 
toward advertising. Advertising, 
to be effective, naturally must be 
believed. How can we achieve 
that belief when one of advertis- 
ing’s greatest mediums discredits 
it? 

“Advertising is a great business 
and social force. It plays a vital 
role in our system of free enter- 
prise, especially in the fields of 
mass production. To undermine 
in any way public confidence in 
advertising, therefore, constitutes 
an attack upon our business sys- 
tem.” 


Curtiss Agency 
Personnel Advanced 


Spencer W. Curtiss, who heads 
Spencer W. Curtiss Company, with 


offices in San Francisco, Los An- | 


geles and Seattle, was advanced 


from president to board chairman | 
of Spencer W. Curtiss, Inc., In-| 
dianapolis agency, at a stockhold- | 
Harold A. Quinlan, | 
Indianapolis | 


ers meeting. 
co-founder of the 
agency, was promoted from ex- 


ecutive vice-president to presi-| 


dent. 
Bea Jones, formerly secretary 
and assistant treasurer, 


named secretary - treasurer, and 


Kenneth E. Keene and Mark Og- | 
den were elected vice-presidents | 


of the Indianapolis agency. 


Jones Frankel Moves 

Jones Frankel Company, Chi- 
cago agency, has moved to larger 
quarters at 180 N. Wabash Ave. 


was | 


AT AFA INDUSTRIAL SESSION—Left to right are Forrest U. Webster, presi- 
dent, Industrial Marketers of Detroit; R. L. Towne, general sales manager, 
McIntyre Co., Newton, Mass.; Joel H. Squier, Sutherland-Abbott Co., president, 


Technical Advertising Association, Boston, and Wallace T. Montague, vice- 
president, Norton Co., Worcester. 


. : ing & Management, Detroit, has. 
Wilford in Sales | been named Ohio and western | 


Jerome S. Wilford, for six years | Pennsylvania sales representative | 
promotion manager and assistant! for the publication, with offices at | 
publisher of Production Engineer- | 602 Carnegie Hall, Cleveland. 


‘Johnston to McCarty 


Four New Stations 


Added to ABC Net 


New YorK—Four new stations 
now under construction will join 
the American Broadcasting Com- 
pany network early in the fall, 
John H. Norton Jr., ABC vice- 


president in charge of stations, 
has announced. 
They are: WARC, Rochester, | 


N. Y., fulltime, 1,000 watts, effec- 
tive Oct. 1; WLAM, Lewiston-Au- 


burn, Me., fulltime, 5,000 watts, 
effective Sept. 1; WNAO, Raleigh, | 
N. C., fulltime, 5,000 watts, effec- | 
tive Nov. 1, and WARK, Hagers- 


town, Md., fulltime, 250 watts, 
effective Aug. 1. 

Addition of these four stations | 
brings the total number of ABC 
affiliates to 255. 


Robert Adams Johnston, former | 
magazine writer and editor, has | 
joined the Pittsburgh office of The 
McCarty Company, Los Angeles 
agency, as account executive. 


63 
Lindsay Adds Lush 


Edward J. Lush, formerly with 
Hicks & Greist, New York, and 
Graham Associates, New Haven, 
has joined Lindsay Advertising 
Agency, New Haven, as account 
executive. 


‘Deadline’ Sold 


Deadline, magazine published 
for editors of house magazines, 
has been sold to Magazine World, 
Inc., New York. 


WONDER BREAD 


helps build STRONG BODIES 


ANY AD is a stronger ad with better reproduction. And the 
reproduction of Wonder Bread’s newspaper campaigns is 
consistently cleaner, more uniform—thanks to a wonder- 
working new plastic plate, the Reilly pLasticrype. Hun- 
dreds of big national advertisers are now using this finer, 
lighter plate. For the entirely different process by which 


PLASTICTYPES are made assures them that every plate 
retain the true fidelity of the pattern plate. 


among newspapers. And pLAsTICTyYPEs are so light they 
shipping costs an average of 60%. 


this 


Tearsheets have proved to these leading advertisers that ‘ 
this true fidelity of every PLASTICTYPE means truer fidelity / 
of reproduction -despite variance in production methods 
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The Creative Uans Corner 


A great deal has been said recently 
bout the need for more “selective” ad- 
ertising, due to rising advertising costs. 

Any advertiser who has had to get im- 
.ediate returns from his advertising has 
lways known the importance of “selec- 
ivity’—of directing his copy only to 
hose people most likely to buy his prod- 
ict and actually shunning all others. 
This Alexander Hamilton ad is, in our 
humble opinion, an excellent example of 


THE PRICE OF SLCCESS 


mivermifiaies iad 2s amaliineend by 


THE PRI OF Ste otes ts 


aah ersemeet Bag cite elif et or 


“selectivity” in advertising—and, in ad- 
dition, a very intelligent piece of writing. 
Readers are warned, before they clip the 
coupon, that it “ain’t goin’ to be easy.” 
Here’s the copy, if you haven’t read it: 
THE PRICE OF SUCCESS 
What is it that brings one man success 


You Ought to Know . 


Early in 1943 a slim, well-groomed 
man arrived in San Francisco and quietly 
announced that Roma Wine Company 
would spend a million and a half dollars 
that year for advertising, sales promotion 
and merchandising. 
The eyes of the wine 
industry blinked likea 
Broadway spectacular. 

Since that time, 
Roma wine selling and 
merchandising cam- 
paigns have paraded 
across the country to 
the tune of some $10,- 
000,000 in  expendi- 
tures. And it is clear 
that a remarkable 
transformation has oc- 
curred in this venerable and 
industry. 

The transformation goes back to a re- 
narkable person—Harry G. Serlis. Ac- 
live in the beverage industry from the 
‘irst day of repeal, Harry brought to 
Roma, the largest wine company in the 
vorld, a large assortment of talents, abili- 
‘ies and convictions. 

He was convinced that there was a 
lace in the wine industry for a great 

lality national brand. Into an industry 

oted in the early frontier history of 
alifornia, Harry Serlis introduced mod- 

n techniques of advertising, marketing, 

ickaging and promotion. 

He gathered about him a group of 

lung, keen-minded associates and went 

’ work in an industry previously under- 
romoted, as far as brands were con- 
erned. 

Wine brand advertising had always 
een sporadic and inconsistent. But sud- 
enly, in 1943, almost every advertising 

edium came alive with Roma wines. 

a long list of top national magazines 


Harry G. Serlis 


sedate 


in life, and mediocrity or failure to his 
brother? It can’t be mental capacity. There 
is not the difference in our mentalities that 
is indicated by the difference in performance. 

The answer is, some men succeed because 
they cheerfully pay the price of success 
while others, though they claim ambition 
and a desire to succeed, are unwilling to 
pay that price. 

THE PRICE OF SUCCESS IS— 

To use all your courage to force yourself 
to concentrate on the problem in hand; to 
think of it deeply and constantly; to study 
it from all angles, and to plan ahead. 

To have a high and sustained determina- 
tion to achieve what you plan to accomplish, 
not only when conditions are favorable to 
its accomplishment, but in spite of all ad- 
verse circumstances which may arise. 

To refuse to believe that there are any 
circumstances sufficiently strong to defeat 
you in the accomplishment of your purpose. 

Hard? Of course. That’s why so many 
men never reach for success, yield instead 
to the siren call of the rut and remain on 
the beaten paths that are for beaten men. 
Nothing of note has ever been achieved 
without constant endeavor, some pain and 
ceaseless application of the lash of ambition. 

That’s the price of success. Every man 
should ask himself: Am I willing to endure 
the pain of this struggle for the rewards 
and the glory that go with achievement? 
Or shall I accept the uneasy and inadequate 
contentment that comes with mediocrity? 

If you are willing to pay the price of suc- 
cess, the Alexander Hamilton Institute can 
help you chart your course and supply the 
knowledge of business fundamentals that is 
necessary for well-rounded executive com- 
petence, 

Since 1909 more than 430,000 men have 
benefitted by the Institute’s Modern Business 
Course and Service, including many of the 
nation’s foremost businessmen and indus- 
trialists. 

The Alexander Hamilton Institute’s story 
is summed up in a 64-page booklet— 
“FORGING AHEAD IN BUSINESS.” A copy 
is offered, without cost, to anyone who is 
interested. Every business head and ambi- 
tious employee within his organization will 
want to read it. Simply send in the coupof 
below. 


e e Harry G. Serlis 


appeared a dovetailed program of full 
color pages ranging down to black-and- 
white half pages. A big network radio 


show was launched over CBS. Local 
radio spots were added. Highways 
sprouted with thousands of 24-sheet 


posters, painted bulletins and _ selected 
spectaculars. Into buses and trolley cars 
went transportation advertising. 

At intervals, 1,000-line ads broke in 
hundreds of newspapers. Full color pages 
appeared later in Sunday supplements 
across the nation. Point-of-sale material 
blossomed out in numberless stores, 
restaurants, bars—crop after crop. 

Under Harry Serlis’ direction, this 
grand-scale Roma advertising, merchan- 
dising and promotion has kept right on 
rolling. By now it has become a major 
part of the tools of consumer selling, 
accepted in the industry thinking. 

Into it Harry wove, for the first time, 
a brand-awareness of the relationship 
of wine and food. At a time when 85% 
of his volume was in dessert wines, seem- 
ingly unrelated to food, he was con- 
vinced of the real potential of table 
wines. He backed his conviction with 
large expenditures and effort. He slanted 
his campaigns with continuous messages 
about using wine with food. And he 
developed new art techniques that ex- 
plored the avenues of appetite appeal 
with wine. 

Along with all this, Harry fanned the 
whole retail food field into flaming ac- 
tion on wine selling. Program piled onto 
program—pretested and proved for effec- 
tiveness—in food chains and neighbor- 
hood food stores to sell wine with food. 

Born in Kansas City, Mo., and edu- 
cated at the University of Illinois, Harry 
Serlis had an early background of in- 
vestment banking and advertising agency 
experience. In 1933, he entered the 


wholesale and importing end of the bev- 
erage business in Chicago. Shortly after- 
ward came his association with Schen- 
ley Distillers Corporation. 

Harry climbed rapidly in the Schenley 
ranks, working in every important mar- 
ket in the country during the next 11 
years. His jobs covered the gamut of 
sales and advertising and distillery man- 
agerial responsibilities. He has been 
everything from Metropolitan New York 
sales manager to assistant general sales 
manager for the U. S. and general man- 
ager of the Schenley Import Company, 
up to his present position as vice-presi- 
dent of Roma Wine Company, in charge 
of sales and advertising. 

Just recently he also took under his 
wing the direction of sales, advertising 
and merchandising of Cresta Blanca and 
La Boheme wines. 

Harry Serlis knows markets and be- 


lieves in men in markets. The combina- 
tion of a keen mind, outstanding personal 
sales ability and real understanding of 
men makes him a natural leader. 

When not scooting about the country, 
Harry lives quietly at his home down the 
Peninsula in Hillsborough with his wife, 
Kae, and two sons, Charles and Barry. 
There the same perfectionism evident in 
his business life reflects itself in his 
major hobbies—golf and wood crafts- 
manship. 

Harry’s versatility constantly amazes 
people. He is equally at ease juggling a 
Starch report against a Hooperating, ana- 
lyzing media needs versus population 
versus consumption versus competitive 
factors, selling a distributor the number 
of cases he needs to support his market, 
or finding the spark in a subordinate and 
nursing it into a bright, steady glow. 
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WHAT TO DO WHEN AN ADVERTISEMENT FLOPS 


When an advertisement fails to pro- 
duce the required number of inquiries or 
orders, what is the reason? Have you 
violated certain fundamental principles 
of mail order merchandising? Was the 
wrong medium used? Does the layout 
lack punch? Could the price be too high? 

These are a few of the many questions 
that pop into your mind when you start 
to look for the reason an advertisement 
flops. 

To put your finger on any one reason 
and say positively that is the cause for 
the failure is pure speculation. You must 
base your conclusions on a careful study 
of the situation—the demand for your 
merchandise or services, the way the 
offer was presented, and finally, the me- 
dium used. 

Let us take up one of the possible 
causes of failure—‘Is the Offer Right”’— 
so that you may check it against your 
various offers. 

There are five ways to present your 
proposition in a mail order advertisement 
or direct mail piece: 
1—“‘Inquiry Offer.” Invite the prospect 

to write for further information. 
2—“Free Examination Offer.” Under this 


plan, the merchandise is shipped with- 
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out any money down, subject to 5 to 
10 days’ examination. If not paid for 
after examination, customer is to re- 
turn the merchandise. 


3—“C. O. D. Offer.” In this case, the cus- 
tomer pays for the merchandise upon 
delivery. Usually, the delivery charges 
are collected in addition to the cost of 
the merchandise. 


4—-‘Instalment Offer.’ Customer sends 
$1 or more, and pays the balance upon 
delivery. The deposit helps to cut 
down the C.O.D. refusals, for the cus- 
tomer has an investment in the mer- 
chandise. 

5—“Cash With Order Offer.” As a rule 
it is difficult to get full cash on orders 
calling for more than $10 unless you 
use large space, and often that is too 
expensive in relation to the unit of 
sale. If you ask for full cash with 
order, be sure to feature “Satisfaction 
Guaranteed” in your offer to inspire 
confidence. 

Before launching an extensive adver- 
tising campaign, test your offer. You can 
do this by making split-run tests in your 
direct mail campaigns or in certain news- 
papers offering this service. 


{ lashed) 


MOTIVE ING [BUILDING] WARE ANO ALL 
STATION) MATER DRINK. | LIQUOR STORES 
ais ING 
PLACES 


2.4% |10,5%| 9.3% | 9.6% | 8.0% | 7.1% 


6.1% | 6.79% | 6.1% | 4.1% | 6.3% 111.3%) 7.2%) 7.1% 


9.0% | 21.5% |32.7%| 28.1%) 22.8%| 22.7 %| 16.4% |16.5%| 20.19%] 15.5%} 26.5%) 23.2%) 22.9% 22.3% 


12.0% | 17.3%|19.9% | 24.7%) 21.1% | 21.0%| 20.79% 122.2%) 21.5% | 24.29%] 25.7%) 11.0%) 19.8 %)21.07 


12.1% | 9.19%] 8.0%| 10.6%] 9.9%] 10.79%|12.0%| 15.2% 15.0% | 25.294 11.6%) 9.7%) 11.8%) 11.6% 


24.1%|12.3%| 9.4%| 7.6%|10.79%) 10.9%) 11.9%|10.4%) 8.3%) 7.6%) 7.8%) 11.6%) 10.97%) 11.1% 


21.1%] 1.4%| 3.2%| 3.8%] 5.2% 4.3%] 6.1% | 4.5%] 4.4%] 4.9%) 3.3%] 2.6%) 5.6%) 6.0% 


12.6% | 10.8%| 5.0%| 5.8%| 7.8%| 7.7%| 12.49|10.6%)11.4%) 8.6%) 5.9%) 11.7%)10.3% 9.1% 


4.6%) 3.1%! 2.3%] 2.1%) 2.9%) 3.6%) 4.4%] 4.2%) 4.2%) 3.5%) 3.1%) 5.0%) 3.3%) 3.2% 


2.5%| 8.0% |10.2%| 7.7%| 11.6%112.0%| 10.0%] 9.7%] 9.0%) 6.4%] 9.8%) 13.9%) 8.2%) 8.6% 


U.S. TOTAL| 100%] 100%| 100% | 100%] 100%, | 100%] 100% 
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100% | 100%} 100% | 100% | 100%) 100% | 100% | 100% 
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WLAM Appoints 
Me LAALTCR Ee  Sition WLAM, Lewiston, 


| which recently received a 5,000- 
2 TAULERS Saeeeeees * oubliouslin watt construction permit, has ap- 
one publication 
ustry exclusively 


pointed Kettell-Carter, Boston, as 
| New England and northern New 
| York State representative, and 
has named Adam J. Young Jr. as 
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The August issue of Farm Equipment Retailing is used as 
a reference and buying guide by the 23,000 leading farm 
equipment dealers and jobbers. You'll reach the “Key 
Men” (dealer-owners) of this important market through 


their own official publication 


BEST-READ. 


the FIRST-READ and 


Closes July 5 


FARIM meres 3 
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in Hooper Ratings 


New YorK—Fibber McGee and| when the beverage company | th 


| 


| 


/second rating taken since the pro- | 


| 
| 
} 


/was in 14th place. 


Fibber and Molly Curtiss Buys Plant “i 
Curtiss Candy Company, Chi- 


i ame has purchased the present | 
Get First Place Dr. Pepper plant in Dallas, taking | 
;over the building, which will | 
serve retailers in the Southwest, | 


Molly, sponsored by S. C. Johnson moves to its new home plant, now | 
& Son, moved into first place with | under construction. 
a rating of 26.3 on the latest re-| > he Ducat 


port released by C. E. Hooper, Penn Publishers to Meet |: 


Inc., replacing Lever Bros.’ pate Pennsylvania Newspaper Pub-| 
Hope, who dropped to the runner-/lishers Association will hold its 


up spot with 24.7. | annual display advertising con- 
Another Lever Bros.’ show— 


Advertising Age, June 9, 1947 


ference at the William Penn Hy 
tel, Pittsburgh, June 20-21. 


New Raytheon Division 


Raytheon Mfg. Company, W2)- 
am, Mass., has formed a com. 
mercial products division, han. 
dling broadcast equipment, indus. 
trial electronics and other com. 
mercial products. Frank S. Horn. 
| ing has been appointed sales man. 
|ager of the new division, and Wij. 
liam A. Gray has been named 
assistant sales manager. 


Lux Radio Theater—ranked third | 
(20.9) on the May 30 listing, | 


while Red Skelton, Brown & Wil, * 


liamson Tobacco’s comic, and Jack 

/Benny, American Tobacco Com- | 

pany’s comedian, tied for fourth 

| with a score of 19.5. 
For the first time 

months, Lucky Strike’s Hit Parade | 

| (12.9) made the top 15. The) 

/ American Tobacco Company show 

This is the ALABAMA 

Birmingham....... Sloan Paper 

gram shifted from CBS to NBC. | arizona 

First rating for the program on) 


Company 


PReemix...... Zellerbach Paper Company 
NBC time was 13.1. Last report ARKAN 
‘of the program’s broadcast over RKA\ SAS 
Columbia gave it a 13.3 rating | Little Rock....Arkansas Paper Company 
J ; | 
| IFORNIA 
Other Leaders | CAL 
| Be ...... ye woe puoer Company 
s makin the PRESRO: vcccces Zellerbach Paper Company 
Other ‘programs . 8 | Los Angeles ..Zellerbach Paper Company 
‘first team: | Oakland ......Zellerbach Paper Company 
PING II lee tri say ope dl Alara 0. 18.8| Redding ...... Zellerbach Paper Company 
SA ao ss vena ns 00 0 18.2| Sacramento ...Zellerbach Paper Company 
|Sereen Guild Players 17.2| San eee Py om —— ay 
2 te: ee ee. "g| San Francisco.Zellerbach Paper Company 
Mr. District Attorne ek San lie yd NE eee Zellerbach Paper Company 
Belt Ie 2 |. rrr 16.5 | Stockton ...... Zellerbach Paper Company 
| WEMRUEE WERRIOMIOEE 6 ccc cacsvns 15.9 | 
RRR NE ss pe Dg ae welts Bawls 15.4 | COLORADO 
errr re er ere 13.7 | D. * 
* Ga aware Carpenter Paper Company 
ee —~ quence (Bri ven acies POD ices sass Carpenter Paper Company 
ully s avern 1 
Company), 13th on the last re- | CONNECTICUT 


port, lost 1.6 and moved down to 
the 16th position with a rating 
of 12.2. 


Hartford.The Rourke-Eno Paper Co., Inc. 
New Haven..Bulkley, Dunton & Co., Inc. 


DISTRICT OF COLUMBIA 


Discontinuing its policy of semi- | Washington 
monthly surveys for daytim e | .--The Barton, Duer & Koch Paper Co. 
shows, Hooper released no revised | FLORIDA 
rankings for this list which was | Jacksonville bie: Sinai ith C 
led by General Food Corporation’s| 4ji,.,7 °° Roe Ree paper, Gompany 


i .. Knight Brothers Paper Company 
Orlando .Knight Brothers 
Tallahassee 

a ee Knight Brothers 
Tampa.. Knight Brothers 


“When a Girl Marries” on May 
15. Henceforth, daytime pro-/| 
grams will be rated only once a 
month. 


Paper Company 


Paper Company 
Paper Company 


Average evening sets-in-use | CaoaaeA 

: ot. ..Sloan P c , 

24.5—is down 2 from the last re-| a a 

port, but up .6 from a year ago. — 

Average evening rating of 7.9 fell aes Zellerbach Paper Company 

| .8 from the last report and .2 from | yunois 

a year ago. Average available | oT eee Berkshire Papers, Inc. 

homes remained at 76.7. Current | Khicago Baraca doe Chicago Paper Company 
»% : J, | CRIGERO... 2.20. idlan aper Company 

total sponsored hour index is 70% Springfeid.. .Capital City Paper Company 

compared with 7414 for a year 

ago. "INDIANA 

BE Y IS TOPS | Indianapolis..... Crescent Paper Company 

IOWA 
ON PULSE POLL | Des Moines ...Carpenter Paper Company 
New York —Jack Benny, who) Sioux City... Carpenter Paper 


Company 


tied for fourth place in the | 


Lopeka........ Carpenter Paper Company 


released by Pulse, Inc., covering | Wichita....... Western Newspaper Union 


New York City only, with 26.7. In | 

second and third place respec- | KENTUCKY 

tively were the Lux Theater (24) Louisville. .... The Chatfield Paper Corp. 
and Bob Hope (21.3). LOUISIANA 


Others in the first 10: Baton Rouge...Louisiana Paper Co., 


Sere eee .. 20.7) New Orleans....The D and Paper Co. 
Fibber McGee & Molly......... 20 | Shreveport..... .. Louisiane Paper Co., Ltd. 
Chatite MOCOrtey <4 ikcssiaevan 19.7 | 
Ra DOOM beds cp saccens _.... 19 | MARYLAND 
Walter Winchell .......... sos, ee Baltimore. Baltimore Paper Company, Inc. 
a ee eee ee ee 18.7 
MY.. DistFict Attorney sisccsicss 16 beer 
Kate Smith (7.9) was first on | = pana -Carter, Rice & Company Corp. 
Pulse’s daytime popularity poll | ade Charles A. Esty Paper Company 
with “Helen Trent” and “Aun enemeen 
Jenny” (7.2) as runners-up. Tee Seaman-Patrick Paper Co. 
nae Grand Rapids..Carpenter Paper Company 
Crawford Heads mneeneora 
Charlotte Adclub nm jon Doses Paper Company 
: ; a inneapolis ...Car a y 
F. Earl Crawford, promotion St. Paul......Carpenter Paper Gonbeay 
manager of the Observer, has| 
been elected president of the | MISSOURI 
Charlotte, N. C., Advertising Club | | og City...Carpenter Paper Company 
to fill the unexpired term of Paul} St — peeseges Beacon Paper Company 
Sprague, former advertising man- 


....Shaughnessy-Kniep-Hawe Paper Co. 
ager of J. B. Ivey & Co., Charlotte,| St. Louis....... Tobey 
who has been named sales promo- 
tion manager of the Richards} 


Store C SENPERY, Miami. 


Fine Papers, Inc. 


Cable Address - 
If our distributors cannot suppl 
will be ample 
Brennig Is Promoted 
Charles Brennig, who recently 
joined the Baltimore office of Jus- 
tin Funkhouser Advertising after 
serving with Roberts & Reimers | 
and Kelly, Nason in New York, 


PRINTING PAPERS 


in eight | COS SSSHSSSSSHHSHSSHSSHSSSSSESSSSSEESEEESE 


|| Kimberly 
| Clark 


Distributed by 


RESEARCH ©ee 
MONTANA 
Billings ...... Carpenter Paper Com 
kaos su 6 Carpenter Panes Compan; 
Great Falls ...Carpenter Paper Compan; 
Missoula ..Carpenter Paper Compan, 
NEBRASKA 
ere Carpenter Paper Company 
20 ee Carpenter Paper Compan 
NEVADA 
ae Zellerbach Paper Company 
NEW JERSEY 
Newark...... J. E. Linde Paper Company 
NEW MEXICO 
Albuquerque...Carpenter Paper Company 
NEW YORK 
Albany...Hudson Valiey Paper Com 
ar 4, bai & Son, Inc. 
DR sc tsicctikacwnk per Service, Inc 
Buffalo. . . Union tease ey Yi Co., Ine. 
New York. ae ig, ; ny pany, = 
New York.... Bulkley, Dunton & wot In 
New York....... The Canfield Paper Co 
New York... Forest yh oy Company, Inc 
New York... J. E. Linde roost Company 
ee Sere A, Price & Son, Inc. 
New York...... Royal Paper Corporation 
ES. 6.6 occctmade aper Service, Inc 
ae eer aper Service, Inc 
err Troy Paper Corporation 
NORTH CAROLINA 
Charlotte....Dillard Paper Company, Inc 
Greensboro. . Dillard Paper Company I 


NORTH DAKOTA 


| ee Western Newspaper Union 
OHIO 

Cincinnati... .. The Chatfield Paper Corp 

Cleveland. .The Petrequin Paper Company 

Columbus..... The Scioto Paper Company 

Toledo...The Ohio & Michigan Paper Co 


OKLAHOMA 


Oklahoma City.Carpenter Paper Compan) 
Tulsa.Tayloe Paper Company of Oklahoma 


OREGON 
Eugene ....0. Zellerbach Paper Company 
Portland ..... Zellerbach Paper Compan: 
PENNSYLVANIA 
Philadelphia....... Paper Merchants, Inc 
Philadelphia....... D. L. Ward Compan 
Pittsburgh 


peewee The Chatfield & Woods Co. of Pa 


RHODE ISLAND 
Providence. Carter, Rice & Company Corp 


SOUTH CAROLINA 


Greenville...Dillard Paper Company, 


TENNESSEE 
Chattanooga... .. Bond-Sanders Paper Co 
send og .Southern Paper Company, In: 
“Sr Tayloe Paper Company 
Nesbitie TASS: Bond-Sanders Paper Co 
TEXAS 
rere Carpenter Paper Company 
SE, ssn dons Carpenter Paper Company 


Forth Worth...Carpenter Paper Compa! 


Harlingen ..... Carpenter Paper Comp.! 

Houston.... ... Carpenter Paper Company 

Lubbock ...... Carpenter Paper Company 

San Antonio ..Carpenter Paper Comp." 
UTAH 

Salt Lake City.Zellerbach Paper Compeny 
VIRGINIA 

Richmond... .. Cauthorne Paper Comp?) 
WASHINGTON 

WOMENS. sc accces Zellerbach Paper Comp=.Y 

Spokane .....Zellerbach Paper Com 

Walla Walla..Zellerbach Paper Con 

Yakima ......Zellerbach Paper Com 
WISCONSIN 

Milwaukee....The Bouer Paper Com; 


EXPORT AGENTS: American Paper Exports Inc., New York, U. S. A. 
APEXINC — New York 


y your immediate needs, we 
Levelcoat Printing Papers for your requirements 
creased production can be realized. 


solicit your patience. 7 
when our plans for 
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KIMBERLY-CLARK CORPORATION 


Neenah, Wisconsin 


cn been Reaper a vice-president | y99 ¢ 42nd St., New York 17 © 8 S. Michigan Ave., Chicago 3 @ 155 Sansome *!. 
ana member 


of the plans board of 


the Funkhouser 


organization. 


San Francisco 4 © 22 Marietta St. N.W., Atlanta 3 
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Ho 
: | be $4 billion in 1947. | Dealer decalcomanias are being | 
7M Future Solid | “Price reductions of manufac- Story & Clark /planned now. 
‘ |tured goods cannot possibly meet | | The company, whose factory is | 
/ hru 48, Sloane the main issue of distortions in | Ups Ad Schedule, 'in Grand Haven, Mich., says that | 
the price level nor can they re-| 'shortage of piano actions repre- HOSPITAL 
la 
) r f ells Stockholders move the pressure for higher Sees Steady Sale |sents the _ principal production | 
an WILMINGTON, DeL.—General]| wages because of increased living! Cyicaco—With its biggest ad-| hurdle, and has virtually elimi- 
lus- F\jotors Corporation looks forward | costs tee indiscriminate criticism | vertising budget in recent years, nated the production of grand 
-m- &., high level production and de-|of prices of manufactured goods | Story & Clark Piano Company has | Pianos. ba bod MANAGEMENT 
“t= Bnand through 1948, Alfred P.|cannot be justified by the facts,” | expanded its schedules from quar-| Story & Clark advertising is. 
Vil loane, chairman of the board,| the GM chairman noted. be pages monthly to two-color | handled by Doe-Anderson Adver- | 
neq (gold stockhoiders in his annual| The problem of prices and| half pages every six weeks in The | tising Agency, Louisville. 
‘feport, a document which re-| profits will be solved by the | Saturday Evening Post. With this —_—_—_——_— now 
— [fects considerable confidence in|"pressure of goods on prices and | schedule, plus business paper copy| Buys Forbes Varnish 
he future—but little prospect of|not by propaganda on economic | and dealer helps, the company ex-| Pittsburgh Plate Glass Com- 
rice reductions for the con- relationships,” he forecast, adding | pects by the end of 1947 to spend| pany, Pittsburgh, has purchased has the 
umer. that the distortion in the price | almost $100,000. the business of Forbes Varnish | 
Mr. Sloane evidenced little sym-| Structure will be corrected by| Production is increasing, the |Company, Cleveland, which will 
athy with the widespread de- competition as _ production in- | company said, and despite sales continue operation as the Forbes | ® h t 
,and for lower prices. Finished | creases. drops in some lines, piano sales pow ar ager Sepa — — <a Ig es 
poods have risen comparatively ‘ate expected to hold present levels 8 ree 
tle compared to raw materials at least until the end of 1947, with sates, and all other employes re- | 
poe mite ’ } i ’ tained. - 
fr. Sloane pointed out, and added —. cy re prann Re reduction in prices. ho spital 
hat the wage factor makes the € Laico emical division Of| Jn addition to its schedule in . Lis 
owering of prices virtually im-| American Cyanamid Company, | the Post, the company is running Appoints sY A.M. 
oe Bound Brook, N. J., has promoted | : : Clayton S. Lisy, who formerly 
possible. Kenneth H. Klipstein from direc. | *WO-cotor pages in Muse Trades | )andied merchandising and pro- . 4 
cane Automotive, orders are back- tor of new products development | and Piano Trade Magazine. Deal- motion for the Minneapolis Star | circulation 
pany eogged for a year, Mr. Sloane dis-|to assistant general manager in| €Fs are being supplied with mats and Tribune, has been appointed | 
pany Blosed, and added that GM’s ag-| charge of the development depart- | for local advertising and reprints | advertising manager of King | 
bregate volume probably would | ment. of national copy for displays. | Midas Flour Mills, Minneapolis. | 
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— £ Edition 
Compressibility is the percen- 3 Luminance is surface bright- CL 
tage decrease in paper thickness ness in paper as measured under 
= under a specified load — an impor- laboratory conditions. Laboratory 
\. tant factor in printing. Due to the tests of new 1947 Trufect* reveal a PR | N T N G PAPERS - _— 
quantity and quality of fiber used, smoother, whiter surface. And there Ha, y? 
nd compressibility is a pronounced fea- is unusual brightness in this top- Levelcoat* printing papers \Pomrere Oslin 
ture in Levelcoat* printing papers. grade Levelcoat printing paper. are made in the following || Kimberly \\) AyaTOite 
TT) grades: Trufect*, Kimfect*. Clark \7} iil} Gill nt : 
y] Ben Day Process is a way of 4 Letterpress Printing is the Multifect* and Rotofect*. RESEARCH , ‘s 
ON producing a screen effect in a method of printing direct from — . 
line engraving. For this simple raised surface plates. For dependable 100 €. Obie St, Chicage 
graphic arts technique — as well as printing in large quantity, specify KIMBERLY-CLARK CORPORATION @ 330 W. 42nd St. New York 80) 
~~ for the most complex Levelcoat new 1947 Kimfect*—a grade of NEENAH. WISCONSIN ° 68 Pest St. San Froncisce ' 
printing papers provide fine repro- Levelcoat which offers outstanding E ’ TRADEMARK William-Oliver Bldg, Atlanta 
M duction with unvarying fidelity. quality for volume printing. 1872 —SEVENTY-FIVE YEARS OF FINE PAPER MAKING —1947 
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Says Graduate Salesmen, 
Only, Should Get BPS 


To the Editor: Let’s not get 
fancy, unjustifiable ideas about 
selling as a profession. I don’t 
have Webster handy but Funk & 
Wagnall puts selling along with 
hundreds of other jobs in the pro- 
fessional category by their defini- 
tion, to wit: “An occupation that 
involves a liberal education and 
mental rather than manual labor.” 

R. S. Wilson has an undoubtedly 
fine background to put weight 
behind his statement but it seems 
to me a little ridiculous to at- 
tempt to encompass professional 
selling in its many aspects into a 
neat little package and hand it to 
a college graduate after four 
years’ study. By my standards, 


This department is a 


acne ste 


ge 


road is the one that counts and 
only then should a man be called 
“Bachelor of Professional Selling” 
—if that fancy degree is neces- 
sary at all. A top flight salesman 
usually steps into management, so 
how about a Bachelor of Sales 
Management—after 


Management. From that point on 
his ability can be measured by his 
honorary degrees—Doctor of Dy- 
namic Leadership, Doctor of Dis- 
tinctive Sales Letters and Doctor 
of Sound Fiscal Policy, ad in- 
finitum, 

If Mr. Wilson looks at sales as 
the ultimate, or so a BPS degree 
would imply, then being v.p. in 
charge. of must make him a little 
unhappy. 

It seems to me that “the man 


that he can | 
write a paper for Doctor of Top, 


reader’s forum. Letters are welcome. 


will do the most to elevate seil- 
ing to the realm of a profession 
and that any man is eminently 
better fitted for business and 
social life with a broad AB edu- 
cation than one so confining as 
Mr. Wilson’s proposal. 
W. C. GRAHAM, 
Rubberset Company, Newark, 
N. J. 


we oe 

Prefers File-Size Data 

To the Editor: Let me con- 
gratulate you for the convenient 
form in which you published Sec- 
tion Two of the May 19 issue of 
ADVERTISING AGE, national ex- 
penditures in newspapers in 1945 
and 1946. 

This tabloid type of edition is 
very easy to file for future refer- 
ence. I hope that when you pub- 


the post-graduate course on the himself,” not his proposed. BPS, | lish similar statistics in the future, 


oncogene 


From the Dego Sauth - - 


He is the Atlanta representative of Thomson Symon 


Company. Alex is unique, for he is that rare specie 


that prides--himself on his avoidance of “high 


ui 
pressure . 


He believes, and rightly so, that it 
is to his customers’ advantage to 
approach their problems in a well- 
grounded and exact manner. 

At least, it must work, for his dis- 
play and outdoor advertising cus- 
tomers in and around Atlanta have 
placed their production problems in 


his hands year after year. 


POSTERS 


TROMSON 


T E R R E 


SALES OFFICES 


IN NEW YORK 


H A U T €E, 


e CLEVELAND « $T 


LOUIS 


Along with other Thomson Symon 
representatives, his willingness to 
assume the many important, but 
time-consuming details of 24-sheet 
‘ poster reproduction in quantities of 
10 to 1,000, plus the display busi- 
ness he handles, is now keeping our 
plant running at an unprecedented 


capacity. But, we’re not complaining! 


DISPLAYS 


ie 


Ml CO. 


| A N A 


* ATLANTA « LOS ANGELES 


aa AS a 


|not only on newspapers, but on 
| magazines, radio, farm papers, 
' ete., that you continue to use this 
size. 
RoBErRT E. GROVE, 

Executive Vice-President, 
Ketchum, MacLeod & Grove, 
| Pittsburgh. 


i or 


Art Contest Editorial 
Gets Praise and Rap 

To the Editor: Re your editorial 
in today’s ADVERTISING AGE—‘‘Art 
Wins All the Awards’—you have 
hit a bull’s eye! 

My compliments. 
right! 


You are so 


RICHARD MANVILLE, 
Consultant on Mass Response, 
New York. 

To the Editor: I like the com- 
mon sense approach with which 
ADVERTISING AGE is edited. In fact, 
I -have meant to tell you about it 
for some time, but it remained for 
the leading editorial of this week’s 
ADVERTISING AGE (May 26) to spur 
me to action. 

There may have been other edi- 
torials like it, but this is the first 
one I have ever seen in which 
the editor of an advertising trade 
paper has had the courage and 
good sense to say frankly that 
competitions to pick the “best ads” 
igive him a “pain in the neck,” 
just as they have always given me 
and others who have devoted 

their lives to preparing advertise- 
|ments to sell merchandise. 

I hope you will continue to turn 
the light on the absurd practices 
|that have crept into advertising, 


and which have given our busi- | 


ness so much ill repute among so 
many people. Nowhere are sound 
thinking and common sense more 
needed than in the editing of an 
advertising trade paper, and it 


pleases me more than I can say | 
to see you applying these stand- | 


ards to our business. 
H. P. ScHaArRF, 
Advertising Manager, Rich- 
man Brothers Company, 
Cleveland. 


To the Editor: The “back of my. 
hand” to AA’s editorial writer for | 
his ill-considered editorial on art. 


|directors’ competitions, headed 
“Art Wins All the Awards.” I 
cannot help but feel that he lacks 
any and all knowledge of the 
functions of an art director or of 
these competitions (as specifically 
defined in the same issue, May 
26). On Page 6 of that issue you 
report “Excellence of illustration, 
layout and design of the complete 


| advertisement were the measuring | 
Your | 
writer evidently doesn’t read be- | 


| sticks used to judge, etc.” 


yond the editorial page, for he de- 
fines these competitions as select- 
ing the “best ads.” Neither the 
New York or Chicago AD com- 
petitions were judging the ma- 
terial submitted as “‘best ads’ but 


instead, solely on the basis of “best | 


ARS: 

Advertising publication editors 
continue to ignore art in their 
writings and I am inclined to be- 
lieve (after this article) that it is 


due to their lack of knowledge in| 


that field. 

Of all the groups set up to pro- 
mote one or another of advertis- 
ing’s special interests, it is the art 
director’s clubs (and competi- 
tions) alone which concern them- 
selves with the visual appearance 
of advertising. And advertising 
is undeniably visual. 

Over half of advertising’s 
printed space is illustration and a 
good slice of the appropriation 
goes to art and its production. 
More campaigns succeed or fail 
because of the art handling than 
of any other one factor. 

While no tradition-shaking con- 
clusions concerning art direction 
can be drawn from these com- 
petitions; there are certain over-all 
tendencies worth noting and I 
quote Francis Brennan in the 25th 
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| Art Director’s Annual: 
“The art director has grow) 
steadily away from his early jr. 
dilection with decorative ‘effect 
| and steadily toward a more sc ie. 
tific approach in the art of con, 
|/municating ideas. The modcep 
techniques at his disposal see, 
more logically utilized to suppor 
the psychological aims of the spp. 
cific job in hand. 

“The art director has becon; 
essential, is increasingly depend« 
upon to establish ‘character’ ; 
the graphic execution of impor. 
tant business policies. He is; 
mood-caster, a salesman, and ; 
teacher. He still fights the funda. 
mental battle of his trade—goo) 
taste versus ‘buckeye.’ 

“He learned a lot in the wy 
and the war learned a lot fror 
him. Complex information of a 
kinds was, with his help, reduce 
to visual forms that saved day; 
and months of precious time. | 
was found, for _ instance, the 
whole battalions could be traine 
more quickly with visual aids, ani 
even such things as Army can. 
paigns against venereal diseas 
were made more effective by hi 
ability to ‘think in pictures.’ I) 
a very short time now, when the 
plans of the great publishing 
houses and the vast television cir- 
cuits bring about unheard-of dis- 
tribution of his work, a greatenew 
|responsibility will rest upon his 
|shoulders. He will be showing 
the face of his country to the 
| world, and he will have to under- 
|stand peoples and races whom he 
|has never seen outside the Na- 
tional Geographic. He will als 
learn, probably the hard way, tha! 
taste is not a thing brought dows 
off the shelf when a seller’s mar- 
| ket allows it, but that it is a basi 
need of all people in an eterna 
|struggle to enrich their drat 
lives.” 

So if advertising has improve 
if a higher grade of art is en- 
ployed today, if there is a greater 
understanding between advertis- 
ing and the artist, if improve 
standards of practice are preva- 
| lent, pardon us for taking a bow 
KENNETH G. BOEHNERT, 


Art Director, Maxon, Inc. 
Chicago. 
{Editor’s Note: The “back 0! 


/our hand” to Mr. Boehnert for 
/not reading the editorial he doesn’ 
like. This editorial said (and we 
think clearly): “We have no qua'- 
rel with the various art directors 
awards.” Those are awards [o! 
art, and art directors should be 
capable of making them. Ou! 
|quarrel is with awards for “the 
best ad,” and not with awards for 
“the best art.”’] 
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Credits Local Merchant 


with National Power 

To the Editor: Evolutio: 
more business was demonstr: 
in Baden, a section of Nort! 
Louis in which 43 merchant: 
operated with the Baden Cham- 
ber of Commerce and pub! 
an eight-page section in 
North St. Louis Community News 
The results of the camp: 
'we are indeed happy to report 
showed a remarkable increa: 
business. The greatest ever know! 
in that business section. 

In the same issue another us 
ness section, the East Gian 
Water Tower Merchants, he 
full page advertisement and 
too enjoyed a_ tremendous 
crease over their previous -alé 
records. 

We are mailing under sep«'a\ 
cover a complete issue 
North St. Louis Community ° 
for your complete observanc: 

In forwarding this informa?! 
to you we thought you migh’ 
interested in knowing how ™* 
small community merchant 1s 5° 
ing ahead in extending real e/10!" 
and thought to lower prices ! 
the people and helping to 
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‘he problem of the buyers’ strike. Media Records but I thought you 
It is our opinion that the drive. 
or lower prices may be credited | you can take steps to correct any 
n no small measure to your com-| future listings. I would suggest 
munity merchant who, although | that you make proper correction 
mall, is a big power in the com- of this listing in one of your early 
nunity and also proves a force | forthcoming issues so as to clarify 
in the over-all national picture. | any misunderstanding on the part 
RussEL.L F. HELLWIG, |of your readers. 
Business Manager, H. E. | GEORGE PEARSON, 
Huneke Publications, Inc., St. J. Walter Thompson Com- 
Louis. pany, Chicago. 


Nickel Still Has Power, Reecaits 


- ‘ Cites List Service of 
Squirt Reminds Readers) § ‘qWardware in Canada’ 
To the Editor: 


: I noted with had To the Editor: We were inter- 
great deal of interest your edi-| 


torial titled ‘‘Back to a Nickel for 
Peter Paul.” 

In connection with this theme, 
I thought you might be interested | 


| 12 your May 5 issue, of a hard- 
| ware jobber’s list recently issued 
by Hardware Retailer. 

In Canada, the Canadian Whole- 
|sale Hardware Directory has been 
|rendering a similar service as a 
|feature of the January issue of 
Hardware in Canada each year 
for more than 20 years. 

Originally, the list merely gave 
data as to the number of sales- 
/men employed and the percentage 


ought to know about this so that! wholesale level. 


|ested in the announcement, Page | 


69 


of business transactea at the Canada Admen Elect the defendant disregarded in can- 
Numerous job-| (e , 1 celation notice of May 3, the suit 
bers in Canada conduct both|_, ne Advertising and Sales Club charges. 


iiliniead d tail blish |of Hamilton, Ont., which has be- 
wholesale and retail establish-| come affiliated with the National 
ments. ; |Federation of Sales Executives, 

The service has been greatly | has formed a sales managers’ di- 
expanded. Incidentally, this is the| vision headed by the following | 
only directory supplying data on/| provisional committee: Bruce C. | 


MINNEAPOLIS 


| wholesale hardware trade pub- | row! Stanley a ese 
lished in Canada. A limited num- ~ Gnaman, owwers \. wat $ 
/ber of reprints of the 1947 direc- | pe N. Slater nore fe vice- TAR 
|tory are available to any inter- | ¢ amen, and Bot. 1. Tos, | EVENING 
: : Irvington Varnish & _ Insulator 
ested manufacturer in the United | Company, secretary. MINNEAPOLIS 


| States. | SD 
A. H. Boyp, | 

Manager and Editor, Hard- Free & Peters Sues | 

ware in Canada, Toronto. Free & Peters, radio representa- 

| tive, has filed suit in federal dis- 

Pade 37 ‘trict court in Cincinnati to pre- 


He's Serious About It /vent L. B. Wilson, Inc., owner of | 


ideas | Station WCKY, Cincinnati, from | 
To the Editor: [AA Has Named /eanceling a contract naming F&P | SN 


TRIBUNE 


MORNING AND SUNDAY 
MORE THAN 
535,000 SUNDAY 
420,000 DAI 


a V.P. in Charge of Chess—head- | national sales representative for - 
line.]_ Good! Now for a weekly the station. The contract contains | RAY Ah Ant oe - 
chess column with chess prob-|a 90-day cancelation clause which | WT 


lems as an additional service to 
your many faithful subscribers— | 
’ . | 

sure, I’m serious. | 
! 


GIBBONS KNOWS CANADA 
J.J. GIBBONS LTD. 


OO BAY STREET. - TORONTO 
WINNIPEG, REGINA CALGARY 


Roy H. CARLSON, 
Export Manager, Crescent 
Mfg. Company, Seattle. 


ADVERTISING MERCHANDISING 


TORONTO MONTREAL, EDMONTON VANCOUV?? 


There's a Lot.of Great American 


Living Around a Nickel! 


a 


ae Bmore Sine Memes 


in the enclosed ad prepared for 
The Squirt Company, manufac- 
turer of a soft drink that is sold | 
through 170,000 retailers through- | 
out the United States. 
JOHN H. WEISER, 
Vice - President, Ruthrauff & 
Ryan, Hollywood. 


7.9 F 
Found “Work or Want’ 
Editorial Impressive 
To the Editor: We were greatly 
impressed with the editorial, “We | 
Work or Want,” which appeared 
in a recent issue of your pub- 
lication. 
May we have permission to re- | 
print this editorial in our em- 
ploye newspaper, “Power Lines’? 
J. K. FLANAGAN, 
Director of Advertising and 
Publicity, Florida Power Cor- 


@ Students besiege Cartoonist Walt Ditzen, cre- 


ator of the comic “Three Squares”. His nimble 


fingers created sample cartoons which had the on- 
lookers scrambling for them as souvenirs. He was as 
but one of 44 speakers who made the day memo- 


rable for 1,700 students of Detroit's schools. 


44 


FREE PRESS 


poration, St. Petersburg. 
v v v 


Elgin National Watch 
Stands by Itself 


To the Editor: In your very use- 
ful Section 2 of your issue of May 
19 listing national advertising ex- 
penditures in newspapers, you 
show Elgin Watches under the 
heading of Illinois Watch Com- 
any. 

Elgin National Watch Company 
an entirely separate concern 
nd is not associated in any way 
vhatever with any other watch 
ompany. Furthermore, it is by 
ar the largest company in its 
eld, as-you probably know. The 
sting of Illinois Watch Company 
obably pertains to the Illinois 

/atch Case Company. 

We appreciate, of course, that 

ese figures were compiled by 


Ss 


“TEACH” 1,700 HIGH SCHOOL JOURNALISTS 


TO cosine together on May 2nd for two reasons: (both of them 
selfish probably). We wanted to get them better acquainted with the men 
and women who make The Detroit Free Press. We believe these young 
people, with their families, will be better “markets” for advertised 


merchandise in the months just ahead because they came, looked and 


WRITERS 


E BROUGHT 1,700 of Detroit’s high school and college student 


. . % 
listened to 44 of the men and women who produce the Detroit Free 


Press for more than 100,000 Detroit and Michigan homes. me 
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Names Albert Frank 


Cushman & Denison Mfg. Com- 
pany, New York, office supplies 
and specialties, has moved its ac- 


count from LaPorte & Austin to | 


Albert Frank-Guenther Law, New 
York. 


Peterson Joins Fisher 


H. V. Peterson has joined James | 


Fisher Advertising Company, To- 
ronto, as account executive. 


Wholesaler Group 
Begins Contest 


New YorK—The National As- 
| sociation of Wholesalers last week 
}announced a $1,500 essay contest 
\for outstanding manuscripts on 
the subject of wholesaling. 

The top prize will be $500, sec- 
ond $250, third $150, fourth $100, 


| and 20 prizes of $25. Manuscripts 


TRUE COLOR 


FINE OFFSET LITHOGRAPHY 


THE VERITONE COMPANY 


57 W. GRAND AVE., ° CHICAGO 10 
WHITEMALL 5957 


| must be less than 7,500 words, ex- 
clusive of charts and tables, and 
the contest closes Oct. 30. 

Anyone is eligible except of- 
ficers and employes of the associa- 
tion, and contest rules are avail- 
able from the NAW, 200 Fifth 
Ave., New York. Manuscripts 
should be addressed to Chester C. 
Kelsey, executive vice-president, 
NAW. 

Judges for the contest will be 
Joseph Kolodny, president of the 
association; E. L. Newcomb, treas- 
urer of NAW and executive vice- 
president of National Wholesale 
Druggists Association; and Dr. 
Howard T. Hovde, trustee of the 
association and executive director 
of National Wall Paper Whole- 
salers Association. 


Hudson Promotes Pratt | 


George H. Pratt, general sales 
manager, has been appointed vice- 
president in charge of sales of the 
Hudson Motor Car Company, De- | 
troit. He has been a member of | 
ps board of directors since May, | 
1945. | 


:| 30% through 39% 
mre 20% throwgh 29 % 
YLZZZ 10% through 19% 


In % of Oklahoma's 


24 


77 Counties Coverage ~~ 


(lt be 


the Oklahoman and Times is greater than 10% of the Sccupied Belie 


Few newspapers anywhere, cer- 
tainly none in.the vast Southwest, 
offer advertisers anything like the 


coverage afforded 


Oklahoman and Oklahoma City 
Times. In 67% of the 77 counties 
in Oklahoma, the ratio of Oklaho- 
man and Times circulation to occu- 
pied homes is greater than 10% . In 
14 counties outside the 100-mile 
radius of Oklahoma City, coverage 


delivered 
by The Daily 


tant fact . 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


Ee 


THE GCHELAMOMA PUBLISHING COMPANY: 


iz, 


Ormvir® AMD Wir, 


THE FARMER-STOCKMAN—WEY, OF 


is greater than 20%. In their home 
county these two newspapers are 


to more readers daily 


than there are occupied dwellings. 
All of which adds up to one impor- 


. . you can do your sell- 


ing job more completely and more 
quickly in Oklahoma when you 
turn it over to The Daily Oklaho- 
man and Oklahoma City Times. 


Kepresented ty the Xat, Y e Agency, Aneorporated 


LANOMA CITY—EVOR, COLORADO SPRINGS 


PEQRIA AFFILIATED 18 MAMAGEMENT 
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Bill Lewis, v.p. in charge of radio for Kenyon & Eckhardt, ha: 
recovered from a bad case of poison ivy which he picked up while 
gardening at his Riverdale, N. Y., home... 

Readers of Time found a recent publisher’s column devoted t: 
an overseas report from Time’s ad director, Harry Phillips, who 
has been in England, France, Belgium, Switzerland and the Nether- 
lands... 

In New York to study American publishing and advertising 
methods is Stuart Mander, “advertisement director” of George 
Newnes Ltd., London, publisher of Woman’s Own, Country Life, 
Men Only, London Opinion and many others. . . 

Medill School of Journalism, Northwestern U., awarded honorary 
degrees May 26.to six newspaper publishers, an editor, and the 
exec. dir. of the AP. The publishers were Marshall Field, Chicago 
Sun, who was given the degree, doctor of humane letters; Thomas J. 
White, Chicago Herald-American, and Richard J. Finnegan, Chi- 
cago Times, who received doctor of journalism degrees; and Robert 
R. McCormick, Chicago Tribune; John S. Knight, Chicago Daily 
News, and Roy A. Roberts, Kansas City Star, who were awarded 


WINS FASHION 'OSCAR'—Katherine Kerry, commentator of KQW, San 


Francisco, accepts an "Oscar" for her contribution to the advancement of the 
California apparel industry at a dinner held by the Manufacturers and Whole- 
salers Association of San Francisco. Left to right, front row, are Esther Williams, 
screen star, and Benny Bufano, designer of the figurine. Back row: A. P. Schu- 
man, president of the association; Marvin Lewis, member of the San Francisco 
Board of Supervisors, representing the mayor, and Robert Feldhammer, executive 
secretary of the Manufacturers and Wholesalers Association. 


the doctor of laws degree. Kent Cooper, Associated Press, received 
a doctor of laws degree, and Ben Hibbs, ed. of The Saturday Eve- 
ning Post, was awarded the degree of doctor of literature. . . 

Nominees for various posts with Harvard University include 
Philip Saltonstall Weld, special ass’t to the gen’l mgr. of the Bos- 
ton Post, and Marion Bayard Folsom, treas. of Eastman Kodak and 
a director of the Committee for Economic Development (for di- 
rectors of the Alumni Ass’n); Meyer Kestenbaum, pres. of Hart 
Schaffner & Marx (for member of the Harvard Fund Council), and 
Joseph Peter Spang Jr., pres. of the Gillette Safety Razor Company. 
Robert Ellsworth Gross, pres. of Lockheed Aircraft Corp., Francis 
Whiting Hatch, v.p. of BBDO, and Amory Houghton, ch. of the bd. 
of Corning Glass Works (for overseers)... 

Charles W. Collier, mg. dir. of the Advertising Association of the 
West, represented the advertising profession at the recent regional 
conference of the United Nations Educational, Scientific and Cul- 
tural Organization in Denver. .. Asa W. Reese, publisher of the 
News-Journal, Radford, Va., has been appointed a member of the 
Radford Board of Education... 

Mrs. Ora Howard, known professionally as Joanne Taylor ©! 
John Taylor’s ‘Fashion Flashes” on KMBC, Kansas City, Mo., has 
been reelected president of the Kansas City Women’s Chamber 
Commerce. Her program just celebrated its 14th anniversary wi! 
the same sponsor, same format, same time, same station, as when 
started... 

John H. Norton Jr., v.p. in charge of stations for ABC, is broa 
casting the news about his new son, 84%-pound John Hughes, bo! 
at Greenwich Hospital, Greenwich, Conn... Jack Callan, publish: 
of the Herald, Kaufman, Tex., was elected pres. of the East Tex 
Press Association May 24... 

Frank H. Lee Jr., pres. of Frank H. Lee Co. (hats) Danbu) 
Conn., has been reelected for his sixth term as head of the Co 
necticut Chamber of Commerce... The six oldest employes in po! 
of service at W. F. Hall Printing Co., Chicago, received diamon 
studded gold pins from Pres. Alfred B. Geiger at an old-timers ba 
quet held May 24. More than 830 old-timers, who had served t 
company for 10 to 45 years, were honored at the party... 

Several hundred newspaper, automotive and advertising frie 
got together at the Bloomfield Hills Country Club May 28 to ce! 
brate the 30th anniversary with Pontiac Motor Division of B. 
(Cap) Kimball, assistant ad manager. He joined Pontiac’s predec« 
sor, Oakland, on leaving West Point in ’17, starting as a timekeep 
in the payroll dept. . . 

The “Kettle,” which is the “Oscar” of the candy industry, w 
presented to Robert H. W. Welch Jr., v.p. in charge of sales a! 
advertising of James O. Welch Co., Cambridge, Mass., during t 
Nat’l Confectioners Association convention in Chicago. The awa! 
made annually for achievement in promoting the welfare of t 
confectionery field, was presented by Don Gussow, publisher 
Candy Industry. . . 
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Chicago's Radio 
Facilities Shown 


in Jewell Booklet 


Cuicaco—Jewell Radio Produc- 
tions here has given this city a 
major boost as a radio production 
center with publication of a 62- 
page plastic-bound booklet, “Chi- 
cago Showmanship.” 

Prepared for agencies through- 
jut the U. S., the booklet contains 
iescriptions and photographs of 
the many facilities and types of 
‘alent available to advertisers in- 
terested in radio productions. It 
is the first elaborate presentation 
covering the breadth of Chicago 
radio facilities and “experience.” 

Included are photographs of 
studios and other facilities of net- 
work and other stations, of. re- 
cording facilities, a record of radio 
shows written or directed by Chi- 
cagoans, a listing of ‘“Chicago’s 
illustrious alumni,” pictures of 126 
actors, singers, announcers and 
others, a listing of Afra scales 
for all types of shows, and a state- 
ment on the Chicago “testing 
ground.” 

For itself, the Jewell organiza- 
tion includes only a brief state- 
ment signed by James E. Jewell, 
president, in which he points out 
that the booklet has been pre- 
pared to give agencies a more 
complete story of the Chicago 
radio picture. “We firmly be- 
lieve,” he asserts, “that, dollar for 
dollar, no other city in the United 
States can match the value of a 
Chicago produced show.” 


Ridings & Ferris Opens 


Ridings & Ferris, Inc., publicity 


and public relations, has opened 
new, enlarged offices at 22 E. 
Huron St., Chicago 11. Headed 
by Paul O. Ridings, the company 
is the Chicago affiliate of Earle 
Ferris Company, New York, and 
Earle Ferris Associates, Holly- 
wood. 


Nova Scotia Advertises 


The Province of Nova Scotia, 
through Kelly, Nason, Inc., New 
York, is launching a campaign in 
American and Canadian news- 
papers to promote its tourist at- 
tractions. Other promotion will 


include posters, window displays, 


EYE’CATCHERS 


IN THE OLD DAYS 


DVERTISING illustrations cost your 
dad his shirt. Nowadays everything 
you buy costs you your shirt. Payday was 
“happy day” but paydays don’t seem to 
here anymore! uyers’ resistance gets 


a and greater and that is why we) 


rea: =—_ 


‘OU MUST CATCH THEIR EYE BE-| 
FORE YOU CAN MAKE THEM BUY — 


and it won’t cost you your shirt to use | 


EYE’ CATCHERS to give your ads more 
pull. You can get top-notch ad photos 
omparable to anything national advertisers 
se and pay four times as much for. The 
ost is even less than stock photo houses 
harge. 


Hang on to your shirt and your pennies 


nmtil you have tried EYE’ CATC ERS. | 


“ach month 100 ad sa to choose your 
rint quota from. nly $7.50 per month. 
‘rite on your letterhead for sample proof 
ook. No obligation. 


“YE CATCHERS, Inc. (05-30 street | 


business paper advertisements, 
stuffers and direct mail leaflets. 
A feature of the campaign is a 


leaflet-poster combination, which | 
will be distributed with the im-/| 
print of 16 different rail, steam- | 


ship and bus lines and oil com- 
panies. 


Packer Plans Campaign 


Canada Packers Ltd., Toronto, 
for its canned foods, Maple Leaf 
hams, bacon, poultry and other 
products, will soon launch a drive 


in magazines and outdoor posters | 


featuring “Brenda York,” a To- 
ronto housewife “discovered” at a 
company food clinic last year. 
Ads will include copy on prizes 
for recipes and meal suggestions. 


Heads WLAW Sales 


Matthew J. Noonan has been 
appointed national sales manager 
of Station WLAW, Lawrence, 
Mass., and will be in charge of 
the new Boston sales office in the 
Union Savings Bank building. Mr. 
Noonan was previously national 
advertising manager of the Boston 
Post and sales manager of John 
Donnelly & Sons, Boston. 


| 
| 
| 


A top life insurance company found, for 
instance, that 81.9% of its advertising dollars 
were going into 45 states that produce only 
53.7% of its customers—while only three 
states provide 46.3%, or nearly half, of all 
the policyholders on its books. 


BwrediH of A Mvertising 


AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION 


370 Lexington Ave. N.Y.17.C 


prepare 


| 


by th 


Worried about soaring sales costs? Many ad- 
vertisers are. But lots of them are finding the 
clue to lower costs, more stable profits, by 
looking at markets locally—one by one—in- 
stead of in the mass. 


f Advertising and published by The Ind 


All Budsineds th Local 


Why? Simply that markets are different 
because people are different. Their only com- 
mon denominator is that every sale you make 
is a local transaction between a local cus- 
tomer and a local dealer or agent. 


That’s what makes newspaper advertising 
so useful an answer to today’s problem of 
cutting sales costs. With newspapers, you get 
precision control. You go after sales where 
and when you can get them most easily, most 
profitably. 


Today, our business analysis staff can offer 
you many important local facts to help make 
your advertising and selling more efficient. 
Why not ask for their help today? 
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BME ALES STIN 


No. 16 in the ‘“‘Man of Adventure” series 


STROKE OAR FOR THE AKRON CREW 


When the late Damon Runyon acclaimed 
John L. Collyer the greatest stroke who 
ever pulled a Cornell oar, he was accu- 
rately forecasting his role in B. F. Goodrich 
Company today. 


And a strong oar, as FORTUNE reports 
in this issue*, was never more needed 
—not alone in Goodrich, but in all of 
Rubber’s Big 4. For the industry whose 
synthetic rubber “‘probably had more to 
do with winning the war than the atom 


bomb” is making decisions on which will 
depend the healthy survival of synthetic 
in peacetime trade. 


How well Goodrich, U. S., Goodyear, 
and Firestone succeed in facing the 
“trouble in synthetic” is important, not 
only to Akron, but to the U.S. and to the 
world. For this is a test of the enterprise 
system in the eyes of those who are hop- 
ing—or fearing—that American produc- 
tivity will be able to sustain, by goods 


and example, a large part of the world as 
it struggles back on the road to peace 


“Trouble in Synthetic Rubber”’ is on« 
part of the June FORTUNE’s contribution 
to its cdritinuing job: “To interpre’ 


the problems and report the progress o! 


American enterprise at work.’’ It shed: 
the kind of enlightenment which busi 
nessmen say is FORTUNE’s unique con 


tribution to their managerial leadership 
*See Page 115, Fortune, June, 1947 
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4F VOU FEED HIM 


VIM 


BIGWIGS GATHER—Head table guests snapped before the opening luncheon of the Advertising Federation meeting in 
Boston May 26 included (left to right) Graham Patterson, Farm Journal; Eugene Thomas, WOR, New York; Henry Abt, 
Brand Names Foundation; Allan Preyer, AFA board chairman; F. John Roe, Manchester, England, representing the British - 

Advertising Federation; Hugh Feltis, Broadcast Measurement Bureau, and Elon Borton, AFA president. ers 


SALES STIMULANT—Vim Dog Food Co., Salt Lake City, reports this point-of- 

ale display, appearing on butchers’ counters, is increasing sales of Vim, new 

Hog food offered in the Intermountain area. The display is electrically operated 

o cause the dog's eyes to blink on and off. Cooper & Crowe, Advertising, 
Salt Lake City, is the agency. 


OUTDOOR ADMEN AT AFA—Partners in some by-play during the outdoor 


with new 4 on” a advertising session at the AFA convention were Edward C. Donnelly Jr., John 


Donnelly & Sons, Boston, who presided at the session, and John E. Brennan, 
Standard Outdoor Advertising, Inc., one of the speakers. 


BLAND LARD. AND IT HAS A MEW NAME! 
LOOK FOR, ASK FOR 


BENEX BOW—With this page in Life, 

- ¢ F¢ Pic, Sport, The Saturday Evening Post 

* and True, Bristol-Myers Co., New York, 

ll A announces Benex brushless shaving 

cream (AA, June 2). The product is 

being introduced in drug stores na- 

om /: tionally this month. Doherty, Clifford & 
Shenfield is the agency. 


PERFECT FOR ALL TYPES OF CAKE. 


Whether you ume the anew que’ mis or com 
ventional meiheis you'll be abeotutely” de 
lighted with Swift's mg For super crearn-y 


Swift’ ning contains » special orypredient that 
givae the hughest, larhient looies cakes you 
ewer aw. And of courm dehonte, snowy 
winte Serft ning @ completely tapteless and 
tatoriews — an idea! shortening for cakes 


> ite La 

WORLD AFFAIRS—Featured speakers at the Advertising Federation of Amer- 
ica meeting in Boston May 27 were J. P. Spang, president, Gillette Safety Razor 
Co., and Sen. Owen Brewster of Maine. At right is George C. Wiswell, presi- 4 
dent of the Boston Adclub, who presided at the session. es 


DIGESTIOLE FRIED FOODS. Foods fried in 
Gwilt'nang axe deliciously delicate and crimp. And re- 
member there post co amy shortening more digesnble. 
Aa soon aa yous desler gata Swift ning, ry ot in Fritters 
with Strawherry Source 


NUTRITIOUSE DiGEsTIBiel 
a hme abun ih vow Rgentitie Ban 
Grandi nding. Asad earth eelange comca inns tee ieee 
ort putrittoms eanetieks un eaperios 
entity te aarbeninnge of then teres. 


SSS aaa a 5 PERFECT FOR IBS. Yeu, scientific tants have proved it —Swift’ning makes piecrust TRIPLE PURPOSE—Collman Mfg. Corp., 
remenchen he Erie, Pa., maker of the Collman ''58" 


EEE Cte nne, Noe ini ite , 
electric shaver, has produced this new 
plastic "58" holster, which may be hung 


T'S SWHT'NING—Swift & Co., Chicago, is promoting its new bland lard and 
the new name in four-color Sunday roto pages like this, in comic pages, full up to serve as a protector for the 
pages in daily newspapers and on the ABC Breakfast Club. J. Walter Thomp- a. be +. pa as a 
; ; is ox e dealer. 
a Sommemy, Coteage, & Oe aqneey, ii . TALK RADIO—Speakers at the radio session of the Advertising Federation 
meeting in Boston May 26 were (left to right): Hugh Feltis, Broadcast Measure- 
ment Bureau; Frank E. Pellegrin, National Association of Broadcasters; Harold 
E. Fellows, WEEI, Boston, and Kenneth Baker, NAB. 
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AT AD FEDERATION MEETING—Among those at the AFA conference in Bos- 
ton were (left to right): Ross Cunningham, Massachusetts Institute of Tech- 

ny nology, president of the American Marketing Association; Harold E. Fellows, ys 
Fi “°<NISH POSTERS IN UN COMPETITION—These Danish posters, picked by a local committee for entry in the UN poster WEEI, Boston; Le Roy W. Liden, Brooks Bank Note Co., Boston; Eugene R. 5 
3 ‘°c “petition, created considerable interest during the showing at the Scandinavian advertising convention in Copenhagen Schrader, chairman of the local reception committee, and Harold H. Monaghan, 
last month. Picked from 110 entries, they will remain anonymous until they reach Lake Success. vice-president, Portland, Me., Advertising Club. 


UNITED NATIONS 
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Fox Adds Brodsky, Avis 


Ben Brodsky and George Avis 
have joined Fox Advertising | 
Company, Baltimore, as account | COry Promotes Schlegel 
executives. Mr. Brodsky was for- N. H. Schlegel, advertising 
merly with the Hecht Company, | manager of Cory Corporation, 
Lansburgh & Bro., and Raleigh | Chicago, has been named director 
Haberdashers, Washington, and|of advertising and sales promo- 
Mr. Avis was formerly merchan-| tion. He will head all public re- 
dising and advertising executive} lations and sales promotion in 
of the Great House of Isaac| addition to continuing as head of 
Benesch & Sons, and advertising | advertising. 


Sordings 


agazire 


and publicity director of Loew’s 
| theaters. 
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Pleases Its Advertisers! 


“During 1946 we found Fur-Fish-Game to be one of our 
best advertising media. From an expenditure of $135, we 
got 706 inquiries which resulted in over $2700 worth of 


orders.” T. W. Price, Owner Willowbrook Farm. 


These and many other letters come into us unsolicited. 
Your product placed before F-F-G’s 100,000 sportsmen will 
get quick response. And the cost is low. 
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The A. R. Harding Publishing Co. 175 E. Long St., Columbus 15,0. 


Chicago Pasadena 


New York 
Cole & Mason, Superior 6558 J. H. Conrow & Co. Walter C. Elly, Murray Hill 4-0626 
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Stars Love That Sponsor, 
But Hate Report Cards Si stasnnc 


Winchell ls Smug; 
Cantor Sounds Off, 


: es 


Advertisi 


OPA’ 


varied markedly during the cur- | improperly written or they a 10 Be 
rent season. His recorded show | Poorly placed in the program.” ti 
/was 12th on Hooper’s May 15 list. | Commentator said. 
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future trends. 

“In the final analysis, a com 
'sor’s sales are the only true test, 
_a program’s value, but if the py 
gram draws listeners but fails 


|two causes: the commercial: 


‘Hutchins Advertising Company | e , Lee 
but Allen ls Mum Pressey ices Beecmokvodined C8. 
He said most network, sponsor | Listeners’ wishes—and not thag§ ords to 
By MAURINE BROOKS and agency executives err in fail- | Of Networks, sponsors, advertising June 30. 
New YorK—Off the record | ing to realize that radio adver- | 28encles or performers—should Once 
radio’s big names may blow their 'tising should aim at name and the paramount : consideration terial % 
tops on the subject of interference | good will promotion only, with | radio programming, Fidler said special . 
from network, advertiser and| merchandising copy confined to| Smilin’ Ed McConnell, featungy agencies 
agency executives, but, when | magazines. _" the H. C. Cole Milling Con organiza 
‘asked to comment for publica-| “Thus, they would seem to be | Pays Saturday morning Mutu addition 
tion, they speak in sweeter tones. unintelligent,” Crosby continued, | noe, DANERE & TORRENS So agenygl ranged. 
Reaction from mike stars is|“but we think they are smart.) executives as the idea men of tg] §=Comm 
more explosive on the matter of | It’s just that radio reaches out so | industry. Gardner Advertising sion to 
program rating services. Answers|far so fast, programs get sales,|handles his show. He questions the arcl 
to an ADVERTISING AGE query |It brings such easy commissions, | *€ accuracy of program ratiygll fluenced 
varied from Walter Winchell’s | legitimate advertising has been | StV!C€s- sharp § 
(Hooperating 18.2) “hokum” to/| turned into a kissing contest.” | . How could Bing Crosby pos over pu 
H. V. Kaltenborn’s (Hooperating : sibly drop 10 points from ong tion. 
Sponsor Gets Praise | rating to the next?” he asked. 
8.7) “facts generally correct, but : ye Cl: 
sometimes misinterpreted.” Andrew Jergens Company,|_ McConnell also said that “th 
Standard Brands’ Fred Allen,| Which picks up the check for|Nielsen system probably wif Many 
whose role as press agent for net-| Winchell’s weekly newscast over | Come closer to a true estimate q an i 
work vice-presidents is well|ABC through Robert W. Orr ‘— than anything tried be tion c 
known, replied to Apvertistnc | Associates, came in for praise | — ai bhai ‘ 
Acer’s query in brief but char-|from the Broadway chronicler, as | Top network, advertising angj time @ 
acteristic’ fashion: | did network and agency executives. | 28€ncy executives were sized wy great € 
“Sorry. Have no time to write | But he singled out the sponsor as | 4S “generally intelligent and helpg the — 
masterpiece on executives at|the most significant contributor to | ful by H. V. Kaltenborn, wha Besid' 
a a radio progress. suggested that over-zealous, minal whethe 
“Hokum” was Winchell’s initial Officials sometimes hand icagl in these 
A ‘Necessary Evil’ |reaction when asked to give his) Smooth operations. His newscasgj other bu 
ii Defending the big brass of the| opinion on program rating serv-|iS aired over NBC by Pure (if bya fea 
# | three groups associated with radio | ices, but he also wrote: ns SOO. tee Burney oe 
—“‘why, some of my best friends; “They are fine for Winchell. Company. . provisit 
l/are executives” Eddie Cantor | I’m leading my field. I love it—| Most innocuous reply was tha ports of 
|dismissed “program rating serv-|why should I knock it?” | of Procter & Gamble s Jack Smith Some 
ices as a necessary evil upon Amos ’n’ Andy—better known | Who protested his lack of technic: have be 
which . . . we will look back with | to no one as Freeman Gosden and | @4alifications to speak authong at OPA 
amusement.” ‘Charles Correll—explained that | ‘atively on program rating ser after th 
| Cantor’s Thursday night NBC | they have no contact with any ad-| ices. His across-the-board CByg experie 
show for the Pabst Sales Com-|vertising agency except when con- | Songfest is handled by Dance tctans 
| pany scored 12.4 on the last | tracts are negotiated, since they | Fitzgerald-Sample. Said “the mag notices 
|Hooper report, putting it in 18th|and their staff write and produce | With a smile in his voice”: I 
place. their Tuesday night CBS show for| “I don’t ask questions—I ju 
| His telegram called attention to|Lever Brothers. Ruthrauff & | 5!M8- Two 
| “the innumerable radios blasting | Ryan has this account. . es and an 
/on beaches in the summer, in au-| They Take the Best ‘Trailer Co. Appoints tion of 
tomobiles and in thousands of | y ' | Prairie Schooner Trailer Cony °°" | 
hotel rooms throughout the coun-| “Regarding national ratings,” | pany, Elkhart, Ind., has appointegy ™C"* ! 
try” which remain unaccounted | the telegram from the veteran | William S. Bishop Company, Chigj 2©W 8° 
for in the ratings. blackface entertainers stated, “if | cago, to direct its advertising. qj of ele 
“It seems to me they are over-| Hooper puts us in the sixth spot Campaign using newspapers ang income 
emphasized at the moment, par-|and Nielsen has us No. 3, we be- | —— will be launched thi store ; 
ticularly when every sort of gim-| lieve Nielsen and vice versa. You |™0M™)- to 1944 
mick is used by performers, spon- | can’t beat human nature... we, Othe 
sors and agencies to boost the| are _ “— 2 = — 7 Pm 
rating, often at the expense of the| Unlike his fellow columnist, | ‘ one 
anus good of the soma” he Walter Winchell, Jimmie Fidler 103,505 PEOPLE ments, 
said. selected agencies and networks as i and pa 
“Until some method of program|the most important contributors ing mé 
| rdting is devised which will be| to radio’s progress. Fidler, whose “agg 
. |more nearly perfect and justify | Sunday night ABC spot for Carter dura 
; : ; marku 
the stress laid upon it, I think we | Products ranked 94th on the last Romne 
should get along without report |Hooperating, expressed faith in viper 
cards,” the comedian concluded. |the Hooper and Nielsen rating turers 
F : services. This time is bought ‘odie 
Shot in the Dark through Sullivan, Stauffer, Col- | turers: 
Philco’s Bing Crosby, speaking | well & Bayles. THE vegeta 
|through his brother, Larry, char- Their value, he suggested, is in for wc 
acterized ratings “as a shot in the| guiding sponsors in determining STAR-:NE ' clothir 
dark.” Der Bingle’s rating has|current listening audiences and leathe 
paper 
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’ Farrell Issues 15-Ci setup are Sherman Pratt, for, 
Spo OP A bh) Cost and ‘Working Press’ Guide LaRoche Assumes ined; ‘Jon pero giee x 
te a F g are F C t ] f A manager; D. E. Robinson, re- 
0 arrell Publishing Corporation, Ontrol oOo gency, search: H. Ross Potter adem A 
1€ pry . New York, has published “The . G oe : , ’ 
fails Mar up igures | Working Press of the Nation,” a But Ellis Stays ene Davis, art; Crane Haussa-| 
one , cross-indexed directory of the key : men, copy, and William R.| 
als a . personnel on newspapers, radio (Continued from Page 1) Stuhler, radio. 
ey a B p) | d stations, news and feature serv-| present name when Mr. LaRoche Edwin F. Blair was named sec- | 
m.”’ t 10 e ISC ose ices of the 15 leading metropolitan | left American Broadcasting Com-|retary and a director; Regina E. | 
‘ cities. It will be supplemented | pany to become its chairman of | Hands, assistant secretary; Bar-| 
4 (Continued from Page 1) bee Eh eg My re it up to os the board—acting in an advisory|bara P. Fischer, assistant treas- | 
“t B cided to turn over all of the rec-| poe] vo tsa an herd ‘taahianen capacity. urer, and C. R. Black Jr, a 
| , : : : i director. 
it thag ords to the national archives| ave, New York 17, it follows| With Young & Rubicam for 20 
rtisingg June 30. “The Working Press of New York | years, Mr. LaRoche was succes- —_—_——_—_— 
uld jf = Once in the archives, the ma-/| City,” first of a series, published|sively account executive, execu- Muzzy Names Harris 


lon l 
Said, 


terial will be available, under 
special restrictions, to government 


last year. 


Smyth Joins Tyson 


tive vice-president, president and 
chairman of the board. He and 


Ralph Harris, New York, has 
been named to direct the adver- 


-aturgll agencies and “legitimate” research Raymond Rubicam were the two],.-: 
, Condi organizations. It is possible that; Murray O. Smyth, formerly an|principal stockholders of that pence Pl Hoe, og veins a 
Mutu additional reports will be ar-|account executive with Hudson|agency. In 1942 he became the] point brassieres. 


ranged. 

Commerce Department’s deci- 
sion to turn the material over to 
the archives was reportedly in- 
fluenced to a great degree by a 
sharp split among business men 


ageng 
of thd 
Vr tisin 
Stiong 

rating 


Advertising Company, has joined 
an account group of O. S. Tyson & 
Co., New York industrial adver- 
tising agency. 


To Royal & de Guzman 
McGraw-Hill Publishing Com- 


first chairman of the Advertising 
Council. 

Mr. Ellis began his advertising 
career with J. Walter Thompson 
Company at Chicago, later be- 
coming Hollywood manager. In 


Your advertising to a 


most profitable field through 


yY poff over publication of the informa- pany has appointed Royal & de 1931 he joined Erwin, Wasey & the most profitable medium 

m ond tion. Guzman, New York, to handle ad-|C9. as maa manager. will produce the best results 

ked., isi j ia- Presen cers who were electe 

— Claim Figures Distorted a We ae ae fase “daxanaaaate ae ae _ GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 

r wil Many business groups, repre- 

nate of sented in the National Distribu- 

ed beg tion Council, a department ad- 
visory unit, considered that war- 

1g an@y time distortions detracted to a 

zed ug great extent from the value of 

d help the material. Says Mrs. Gladys Davis, Marks Isaacs Department Store 

1, whd Besides those who questioned 

, mMino™ Whether expenditures for research 

J icagg in these records was worth while, 

>wscal other business men were motivated 7 . 

ire Oi by a fear that the researchers might 

3urnetiff in some way violate the secrecy I like t} le because 
provisions surrounding the re- 

as tha ports of individual companies. b 

Smith Some of the individuals who ‘ 

chnicaf have been caring for the records it has the vision to see what's needed--and the courage to 

uthorig at OPA: will remain with them , . 

¢ seryqg after the transfer, but most of the battle for what's right ° ; , 

d CBM experienced economists and statis- "And the same characteristics that make the Item my favorite 

comes racer ~~ meats newspaper also make it an ideal advertising medium for a store 


Readying 4th Report 


Two reports dealing with coal 

and another on civilian distribu- 

; tion of meat in 1944, have ‘already 

+ Cee been published by the Govern- 

pointe ment Printing Office. A fourth, 

y, Chigg 2OW going to press, gives a survey 

sing. Mg Of electrical appliance retailers’ 

‘rs anf income statements, by type of 

ed thi store and OPA region, for 1939 
to 1944. 

Others of the reports, all to be 
available at 10 to 15 cents each 
from the Superintendent of Docu- 
ments, deal with shirts, shorts 
and pajama manufacturers; build- 
ing materials and building equip- 
ment manufacturers; consumer 
durable goods manufacturers; 
markups for retail apparel and 
home furnishings; operating costs 
of rubber and tire tube manufac- 
turers; 

Industrial machinery manufac- 


—I jus 


vegetables; cost and margin data 
for women’s and children’s under- 
clothing; shoe manufacturers and 
leather tanners; coal; 
paper products manufacturers; 
Mark-ups and costs for retail 
lumber dealers and wholesale 
millwork distributors; carbon steel 


turers; wholesale fresh fruits and | 


paper and | 


| 


like ours. 


It is particularly influential with high-type 


customers in the market for 


feature. 


"For the past three years, 
we've relied almost exclus- 
ively on the Item for all our 
major promotions." 


MRS. GLADYS DAVIS 
Manager, Millinery Department 
Marks Isaacs Department Store 


leading national brands we 


= 
“ 
“ 
3 


see ye oe 


Reader Acceptance: Largest evening circulation in Louisiana (92% oa 
concentrated in the New Orleans market--growing steadily) Pi 


costs; fish and canning; tobacco 
and tobacco products; wholesale 
food distributors, including proc- 
essed fruits and vegetables; tail- | ; ; on 
cred clothing manufacturers; | Advertising Acceptance: Nearly 12,000,000 lines carried in 1946. ie 
nechanical rubber goods; mar- | ates 
gins of electrical appliance deal- | 
ers; machinery dealers, and retail | a 
to, farm equipment and ma-| 
hine tools. 


NEW ORLEANS 


ITE: 


RALPH NICHOLSON, PRESIDENT AND PUBLISHER 


Your 
New Selling Force 
in New Orleans 


McGraw-Hill Appoints 


George J. Seaman, director of | 
lvertising for Science Illustrated, | 
McGraw-Hill publication, has 
een appointed regional vice-| 
president in charge of the Atlantic 
trict for McGraw-Hill Publish- | 
g Company. He succeeds V. I. 
aig, resigned. Donald S. Rob-| 
‘son, district manager for Sci- . 


nce Illustrate andling accounts 
» New York City and New Eng- SAW YER-FERGUSON-WALKER: CO., 
NATIONAL REPRESENTATIVES 


ind, has been named advertising | 
anager of the_ publication. 
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along without expensive radio | 
ballyhoo until fall. Many spon-'} 
sors replaced well-known names 


Don’t Touch That 


aides 
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1947 Summer Replacements on Four Major Networks 


Advertisi 


Dial—Summer 
Shows Look Good 


New YorKk—Radio has started 
calling on the list of summer sub- 
stitutes. 

Last week found vacation 
schedules nearly complete for the 
four major networks. Several big 
advertisers—particularly on CBS 
and NBC—were planning to get 


"Better Fruit sincerely 
serves Western fruit 
industry."' 
Curtis Allen, 
noted fruit grower, 
of Yakima, Wash. 
Write for full story 
1135 $. €. SALMON ST. * PORTLAND 14, OREGON 


with other well-known names 
selected from the mounting rolls 
of available talent. A few com- 
panies put their money on prom- 
ising newcomers. Borden Com- 
pany was betting on “Arthur’s 
Place,” through Kenyon & Eck- 
hardt, a replacement for Ginny 
Simms on CBS, as a sure thing 
for the fall season. 

Tommy Bartlett, popular radio 
personality in the Midwest but 
an unknown to the national radio 
audience, has been signed by 
Procter & Gamble to take over 
Kenny Baker’s across-the-board 
noontime spot. An audience par- 
ticipation show, it will originate 
in Chicago. Bartlett, a young ex- 
airman, will interview tourists 
stopping over in the Windy City 
while waiting for trains. The 
show—produced through Comp- 
ton Advertising and called ‘Wel- 
come Travelers”—is not a sum- 


1947 DANIEL STARCH SURVEY 


ILLUMINATES 
THE VETERAN MARKET 


said the Advertiser, as “i saw the light... 


“the 2,000,000 VETERAN MARKET 
(served by FOREIGN SERVICE Magazine) 
is BOTH Specific and General !” 


You're right, sir— FOREIGN SERVICE Magazine 
IS specific because it is devoted exclusively to the interests 
of overseas veterans and their families; and general 
because FOREIGN SERVICE subscribers represent 
EVERY profession, EVERY section of the country and 


ALL income brackets. 


Every month, FOREIGN SERVICE 


Magazine takes your ad into 2,000,000 homes 


(A.B.C.) ... 


homes that present a complete 


cross-section of American life. And, that isn’t all. 


To the original number of readers, add 1,360,000 
wives, mothers, fathers, etc. (in 68% of the homes, 
FOREIGN SERVICE is read by at least ONE other 
adult) and you have a perspective picture of the 


FOREIGN SERVICE market. 


If you are genuinely 


interested in selling something, however, 


this isn’t enough! 


You will want the third dimension —the contour view of 
these 3,360,000 buyers as established by Dr. Starch 


with his all-illuminating survey... 


their 


purchasing power, brand preferences and hunger for 
products long-denied can mean the difference between 
ads shot in the dark and a successful, well-directed 


selling campaign. 


Before advertising, CET THE FACTS ON FOREICN 


SERVICE! 


The results of this 1947 Starch Survey 


are available upon request. 


OFFICIAL PUBLICATION 


‘VETERANS OF FOREIGN WARS > 


Oan B. Jesse, Jr. & Associates, Inc. ¢ Advertising Directors « 10 E. 43rd St., NW. Y. 17, N.Y. 


Midwest Representatives: Raymond J. Ryan, 203 North Wabash Ave., Chicago, Illinois 
Pacific Coast: Ren Averiil Company, 427 W. 5th Street, Los Angeles 13, Cal. 


(This chart, covering major network sponsored shows, 
supplements an earlier one printed in the May 12 issue) ) h 
AMERICAN BROADCASTING COMPANY Ou 
Sponsor Program Replacement Date Agency / 
Philco Corporation Bing Crosby Hiatus; Phil Silvers June 25 Hutchins Advertising ¢, 
on sustaining ive 
Procter & Gamble Kenny Baker Show Welcome Travelers June 30 Compton Advertising 
Andrew Jergens Co. Walter Winchell Ben Grauer and July 20 Robert W. Orr & 
Fashions Associates 
L. E, Waterman Gang Busters Hiatus; Adventures of June 14 Charles Dallas Reach ( Pap 
Bill Lance on 
sustaining S 
General Mills Jack Armstrong Hiatus Jane 2 Knox Reeves Advertising pa 
Derby Foods Sky King Hiatus June 23 Needham, Louis Lith 
& Brorby Im 
COLUMBIA BROADCASTING SYSTEM 
Procter & Gamble Mystery of the Week Hiatus July 7 Compton Advertising SARAN. 
Procter & Gamble Jack Smith Hiatus July 7 Dancer-Fitzgerald- ; : 
Sample industry 
Ford Motor Company Dinah Shore Meredith Willson June 18 Kenyon & Eckhardt job of } 
S e si 
MUTUAL BROADCASTING COMPANY eae 
Wander Company Captain Midnight Sponsor hiatus; show June 23 Hill Blackett & Co, neta - 
on sustaining De re - 
Pharmaco Company Double or Nothing Hiatus June 22 Ruthrauff & Ryan Writing 
SARs tion 
NATIONAL BROADCASTING COMPANY a veer 
Lever Bros. Amos ’n’ Andy Call the Police June 3 Ruthrauff & Ryan bas 1 
Procter & Gamble Don Ameche Jack Smith June 8 Kastor, Farrell, Cheshgy Nationa 
& Clifford week, a 
Kraft Foods Company Great Gildersleeve Summerfield Band June i1 Needham, Louis 4 
Concert & Brorby George 
E. I. Du Pont de Nemours Cavalcade of America Plays by Ear June 23 Batten, Barton, Dursting§ output Vv 
¢ Co. & Osborn The ] 
Sealtest, Inc. Jack Haley Eve Arden July 3 MeKee and Albright , 
Colgate-Palmolive-Peet Judy Canova Mystery Without Jaly 5 Ted Bates, Inc. absorbec 
Murder tual pot 
Colgate-Palmolive-Peet Dennis Day Hiatus June 2 Ted Bates, Inc. F 
Colgate-Palmolive-Peet Kay Kyser Hiatus July 2 Ted Bates, Inc. duction 
Procter & Gamble Life of Riley Hiatus July 12 ee eee the rate 
Sample 
Brown & Williamson People Are Funny Hiatus June 20 Russel M. Seeds Co. Debrew 
Tobacco Corp. 1947 sh 
Procter & Gamble Truth or Consequences Hiatus July 12 Compton Advertising | 
Kraft Foods Company Eddie Duchin Nelson Eddy J. Walter Thompson @gton leve 
culates t 
mer replacement. The Kenny|and Hallmark’s Reader’s Digest | Eve Arden will stay on during thegjported 
| Baker production was handled | Show will continue without inter-| summer months, but Haley willj300,000_ 
jointly by Compton and Benton &| ruption. Benton & Bowles and_/ leave the show July 3. Fourt 
Bowles. Cost of the two shows | Foote, Cone & Belding, respec-| Jack Smith will take a res Curre: 
is approximately the same. | tively, are~the agencies. ‘trom his across-the-board song- Shen 
Another program expected to | , o fest over CBS starting July 1 + +¥e" 
make the first team is the Jack ey See Gas Sew but he will continue to sing for | hl _ 
Paar show, which is taking over| “Mr. Keen, Tracer of Lost Per-| Procter & Gamble during thjg@¥s e 
for the American Tobacco Com-/|S0Ms,” sponsored by American | summer months. He gets top bill paves , 
pany, through Foote, Cone & Bel- |Home Products through Dancer- | | ing with Earl Sheldon’s orchestr * the . 
ding, during Jack Benny’s vaca- | Fitzgerald- Sample, moves into the | on the summer Drene show, heari adjustm 
aaa | Thursday 8:30 p.m. period on | Sundays, 10 p.m., over NBC. DogP@Per !} 
‘ |CBS when Procter & Gamble’s| Ameche and P&G came to the ee * 
| Lever Tries New Drama |\“FBI” takes a hiatus starting July | parting of the ways at the enim’ ng 
. . », Jgcosts 
Lever Bros., which originally | 3. The P&G show will be heard | of the spring season. Kastor, Far aha atl 
: é Saturdays at 7:30 p.m. when it} rell, Chesley & Clifford is the 
planned to go off the air during ie . ampaverage 
ar A returns to the air Aug. 23. After| agency for the show. It looks a 
Amos ’n’ Andy’s leave of absence, aa ‘ : , 1 mhas bee 
detided instead to tut & tow June 25 the “American Melody | though this up-and-coming vocal- 3 
crina deeme “Sait Aa Police.” Hour,” presented by the Bayer|ist may have his choice of two a 
. ’ A *,|Company through Dancer - Fitz-| juicy spots for the fall. apa 
into the Tuesday evening NBC general 
: gerald-Sample, will be broadcast | Kraft Foods Company hag 
|; spot. Ruthrauff & Ryan is the ve bold C 
agency for the program /at 8 p.m. Wednesdays. The “Mel- | | selected Nelson Eddy as a sum-§*"" a 
; ; ody Hour” currently is heard at | mer replacement on the Kratgg?orte 
| General Mills began sponsor- | : ‘ 10 lithe 
we a Si ee | 7:30 p.m. Tuesdays. | Music Hall, broadcast Wednesday, 
| ship of “Famous Jury Trials” and | facture 
te nef | Comes fall, Jack Carson is set| 8:30 p.m., over NBC through J. 
|“Green Hornet” last week over | the mai 
; 'to take over the NBC mike for | Walter Thompson Company. Ed- 
| the ABC network, which formerly | um §=6'The s 
° 7 |Sealtest on Thursday nights at| die Duchin and Edward Everett 
|carried both thrillers on a sus-| | 10 p.m. Jack Haley and Eve Arden | Horton were i h t the the 20 
taining basis. Bing Crosby’s spon- y | a and Aj 


| sor—Philco Corporation—will take 
|a hiatus,during Der Bingle’s va- 


| currently handle the entertain-| Music Hall last year. No 
|ment chores for that advertiser -nouncement has been made con- 
_ through McKee & Albright, Inc. | | cerning Kraft’s choice for fall. 


an- 


panies : 
chinery 


|cation. A _ sustainer, starring rate of 
|comedian Phil Silvers, will be} pares w 
'heard Wednesdays at 10 p.m.,| 000,000 


| EDT, starting June 25. 


higher, 
| Aiming at the distaff section of | about 
‘the airwaves’ audience, Andrew | average 
| Jergens Company will air a series | $106 
of fashion programs while Walter | 
Winchell takes a rest. Robert W. | 2. I 
Orr & Associates is the agency for | this ye 
the summer show, which will | $25,000 
start July 20. In addition to dis-| . 6 100,00 
cussion by style experts, the pro- | ‘ ities of 
gram will offer sports commen-| , ecause 
taries by Ed Thorgenson and news | you | 
reports by Ben Grauer. | & quipm 
Old Gold Stars Two ” Sed 
Old Gold’s summertime show | an Ge 
on CBS—in the former Frank praers 
Sinatra half-hour—will star Pines 
Buddy Clark and Johnny Johns- a ae hig: 7 
ton, alternately, for a 13-week run. eo —— d tion - bes 
Lennen & Mitchell has signed ns As ul we 
Frank Morgan, Don Ameche and al “* perfect repro il 4 
Frances Langford for the fall 
revue. | § 
Procter & Gamble has dropped 500 t é sty Y 
Hedda Hopper’s “This Is Holly- more t an y 
wood,” heard Saturdays, 10:15 e 
p.m., EDT, over CBS through 
Pedlar & Ryan. Colgate-Palm- 
olive-Peet, which reportedly has 
served notice on Mel Blanc that 
his contract on the Tuesday night 


CBS show will not be renewed at 
the end of the current run, has 
not selected a program to fill the 
| spot as yet. Sherman & Marquette 
handles this account. 

The Prudential Family Hour 
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ks | Machinery Makers 
Doubling Output, 


“<l Dively Tells LNA 

cg Dively tells 

4 

cach ll Paper Prospects Good, 

ertisiggl Spares Supply Better, 

Lithographers Hear 

ising SaRANAC LAKE, N. Y.—The paper 

- industry is doing a magnificent 

irdt Hi iob of production, and there are 
some signs of easing in the de- 

' mand for its products, M. C. 

™ Debrew, executive secretary of 

n Writing Paper Manufacturers As- 
sociation, told the 42nd annual 
convention of the Lithographers 

Chesil National Association here last 
week, and the LNA heard from 
George S. Dively that machinery 

Jurstingl output was up 200%. 

ght The paper industry has been 

| absorbed in considering the ac- 
tual potential of its market. Pro- 
duction is currently running at 

e- the rate of 21,000,000 tons, Mr. 


non-standard items the future 
looks black; “the cost .. . is 
practically prohibitive.” 

5. “We ask for your fair con- 
sideration of our pricing prob- 
lems, an understanding of our 
need for escalator clauses and 
credit programs.” 

6. “Current production, not in 
postwar dollars, but in actual 
physical volume, is nearly 200% 
of prewar normal... Free selling, 
a situation that will be better for 
all of us, should begin to appear 
in the small press and cutter 
fields before another six months 
is past.” 


Names Alvin Gardner 

Bantam-Lite, Inc., New York, 
maker of pocket flashlights, has 
appointed Alvin Gardner Com- 
pany, New York, to handle its 
account. 


Conover-Mast Appoints 


Lloyd Willoughby has been ap- 
pointed western manager, in the 


midwest area, of Conover - Mast | 
| 1,620% 


Corporation, Chicago. 


Peoria Still Not 
‘Saturated’ as 
Silex Sales Soar 


Los ANGELES—Even with a 20% 
allowance for “leakage” of mer- 
chandise outside the area and for 
the absence of normally competi- 
tive merchandise, Silex consumer 
sales in Peoria, where the com- 
pany launched a saturation test in 
May, 1946, were 731% greater for 
the first 12 months of the test than 
they were during the year 1940. 

In a frank analysis of the re- 
sults of the unusual study, J. M. 
Moore, Silex general sales man- 
ager, told the National Federa- 
tion of Sales Executives that fac- 
tory sales to distributors were 
even more startling—showing an 
increase in the 12-month period of 
1,171% over 1940. Here is how 
the Peoria sales have stacked up 
against 1940, the base year: 

For the first eight months of 
the test, factory sales were up | 
over 1940, of which 960% 


| 


ing the first four months of 1947, | 
after eight months of continuous | 

“saturation” supplies in the mar- | 
ket, sales have “fallen” to 275% | 
over 1940, and as indicated, sales | 
to distributors for the 12-month | 
period were 1,171% above 1940. 

Mr. Moore emphasized that the | 
program has been put on a con-| 
tinuing basis, with two prime ob-| 
jectives: 

1. To measure the depth of so- 
called surge buying. 

2. The prediction of national 
trends with respect to Silex op- 
erations at least six months in 
advance. 

Data gathered in the Peoria ex- 
periment during its first year is 
now being translated into figures 


guideposts to the national market, 
|he said. 
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|had moved on to consumers. Dur-| which the company can use as its 


DIE 
“CUTTING 


‘STEEL RULE DIES 


‘ Write, wire or phone 


ADVANCE 
FINISHING COMPANY 


325 W. OHIO STREET 
CHICAGO 10, ILL. _ 
_ Delaware 5517-18 


.we ‘id a6 toe Oe what it takes. . 


 euead to none. 


. expert craftsmen. . 


type faces | 


Co. Debrew said, and by the end of 


sing [1947 should hit the 22,000,000 
son Coton level. The paper industry cal- | 
——8culates that demand (omitting im- | 
‘ing the™ported newsprint) will be 21,-| 
>y wilg300,000 tons in 1951. | 

Fourth Quarter Questionable | 
Pe Currently, the industry is well | 
‘uly 7gbooked into the third quarter of | 
ng {fg 1947, but the fourth quarter is | 
1g the questionable. Mr. Debrew be- | 


lieves there are negative straws 
in the wind, and that isolated re- | 
adjustments are going on in the, 
paper industry. The writing| 
paper industry, he says, has this 
to contend with: Raw material 
costs have advanced 150%, labor 
costs per paper ton are up 73%, 
average increase in paper prices 
has been 65%: (all increases since 
1939). 

Mr. Dively, vice-president and | 


yp bill 
chestra 
, heard 
>. Don 
to the 
he end 
r, Far- 
is the 
90Ks as 
vocal- 
of | two 


y has general manager of Harris-Sey- | 
sued bold Company, Cleveland, re- 
Kratported the results of a survey of | 


10 lithography machinery manu- | 


ay facturers who account for 50% of | 
y. Ede the market. 4 
Everett The survey showed: 1. During | 
at theme 20 months between V-J Day | 
lo an and April 1, 1947, these com- | 
le con panies shipped $84,000,000 in ma- | 
fall. chinery and parts, or an annual | 

rate of $50,000,000, which com- 


pares with the prewar rate of $35,- | 
000,000 per year (prices are) 
higher, and the unit volume was 
about the same as the prewar | 
average). 


$100,000,000-Level Possible 


2. In April, May and June of 
this year, the companies will ship 
$25,000,000—or an annual rate of 
$100,000,000—with strong possibil- 
ities of hitting a $100,000,000 level 

ecause of larger plant capacity— 
“you will be getting a lot of 
quipment from here on.” 

3. The situation on spare parts 
is “much better but anything you 
an do to minimize service parts 
Orders for old and obsolete ma- 

hed chines will help us roll faster 
| *@with more new machines, which 

F we believe is better for your in- 
tion dustry as a whole.” 

4. For special machinery and 

les 


‘WILLIS SERVICES; 


@ has moved to new and more 
spacious quarters at 33 W. 
Hubbard St. New phones— 
SUPerior 1214, 

@ 5,000 sq. ft. devoted to qual- 
ity duplicating, reproduction 
and complete, efficient letter 
shop facilities. 

@® Ask about our inexpensive, 
fast DIRECT IMAGE method 
for forms, letters, mailing 
pieces. 

@® Our West Side office remains 
at 3939 W. Madison — Tele- 
phone KEDzie 0083. 


Bill Aumann — Al Shalit — 
Merwin “Gabby”? Abrams 


IF IT’S SENORITAS YOU WANT... 
Use a guitar in Havana! 


IF IT’S SALES YOU WANT... 


Use WTIC in Southern New England! 


By every measurement, Station WTIC, Hartford, 


dominates the prosperous 


Southern New England Market. 
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78 
J&J Elects Officers 


J. L. Gilmour, 
been elected chairman of the| 
board of Johnson & Johnson Ltd., | 
Montreal. W. M. Campbell, ex-| 
ecutive vice-president, has been | 
appointed to succeed Mr. Gilmour | 
as president. Other new appoint- 
ments are: G. Bertand, vice-presi- 
dent; J. Macdonald, general sales 
manager, and J. A. Grier, man- 
ager of salesmen. j 


BuildingSupplyews 


in CIRCULATION 
in ADVERTISING 


in LEADERSHIP 


president, ss, Sales Execs Hail 


Returnof‘Era 
of Hard Selling’ 


(Continued from Page 2) 

ter service at lower cost.” 

Business will delude itself if it 
does not realize that as accumu- 
lated wants are satisfied, it will 
not only be necessary but advis- 
able to face an increase’ in the 
percentage of distribution costs, 
he said. Lower unit production 
costs—and lower total costs—will 
be achieved only through the 
higher marketing expenses neces- 
sary to distribute a larger volume 
of merchandise, he added. 

Pointing out that real earnings 
of Americans are at record levels, 
and that population and family 
units are also increasing, Mr. 
Francisco said the American mar- 


— 


| ket now has a potential never be- 
|fore achieved, and added: “Para- 

doxically, the way to lower unit | 
| costs of distribution, as well as 
| production, is sometimes by spend- 
ing more. Very often if you pro- 

mote your product harder you 

sell enough more to reduce the 
| unit cost of distribution.” 


‘Order-Making’ Era Here 


William E. Holler, former gen- 
eral sales manager of Chevrolet, 
told the sales executives that the 
“order-making” era is here. We 
must achieve an average national 
income of at least $150 billion 
for the next 10 years, and we 
must provide at least 50,000,000 
jobs, he said. “Only sales man- 
agement in action can assure our 
reaching both these objectives. 
Only sales management and sales- 
manship can help us maintain 
these two essential objectives. 
Only millions of orders can pro- 
vide millions of jobs.” 

Turning to the automobile in- 
dustry, Mr. Holler asserted that 
if the industry builds 5,000,000 


YOU MAY BE ABLE TO SWIM 


413 FEET UNDER 


ca 


WATER — 


"St 4, 
f 


YOU'LL BE SUNK IN 


WESTERN 


MICHIGAN 


WITHOUT WKZO-WJEF! 


There’s an “undertow” (a 


radio fading condition) in 


Western Michigan that “drowns” broadcasts originating 


outside the area. 
unable to get around this 


Even 50,000-watt outside stations are 


condition. The unavoidable 


result is that the local listeners tune in their “home” 
stations that come through loud and clear. 


Their first choice is the WKZO-WJEF combination in 
Grand Rapids-Kalamazoo. The most recent Hooper Re- 
port is proof of the overwhelming popularity of this CBS 
combination in Western Michigan. It proves conclusively 
that no matter which audience you're interested in; morn- 


ing, afternoon or evening; your message is heard by far 
more people when you use WKZO-WJEF. No other sta- 


tion or, for that matter, no 


near the total audience. 


We will 


you can 


ask Avery-Knodel, 


*John Howard did it 


8or 


minutes and 35 


14 Owned ann oPpeRATES ait ent’ 


other network has anywhere 


be glad to send you this interesting report, or 


Inc. for the full particulars. 


seconds in Chicago in 1938. 


BROADCASTING 


AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES be there.” 


new cars per year for four years, 
and continues to scrap 500,000 
“junkers” each year, it will take 
until 1951 to place our transporta- 
tion system on‘a parity with 
1941. 

One of salesmanship’s most 
basic jobs, Mr. Holler said, is to 
sell capitalism to America. “We 


public relations and employe re- 
lations departments so that inside 
the company and outside the em- 
ployes and the public are told and 
sold the tremendous advantages 
offered by the free enterprise sys- 
tem,” he said. “No one is effec- 
tively doing this job. .. Let us 
take off our coats, roll up our 
sleeves and use the tool of Ameri- 
can enterprise to effectively prove 
the basic economic and social ad- 
vantages of our competitive sys- 
tem.” 


Asks 50% More Sales 


Arthur H. “Red” Motley, presi- 
dent of Parade, told the confer- 
ence that neither plans, products 
nor savings, singly or in com- 
bination, will solve the problems 
of today. Reiterating Mr. Petree’s 
theme, he said: 

“Needs are not important. Needs 
never were important. Wants are 


And wants are created in just 
one way: By selling.” 

Our basic current problem is to 
sell 50% more now than ever be- 
fore in peacetime, Mr. Motley 
said, adding: “Nothing happens 
until somebody sells something. 
Nothing in education, nothing in 
religion, nothing in commerce. 

“Want creation is the ‘why’ of 
advertising and selling. .. We have 
moved farther and farther away 
from the fight for just food, shel- 
ter and clothing, over into an area 
of instability which always goes 
with a high standard of living. 


Living Standard Improved 


“Why? Because we don’t have 
to have that vacuum cleaner or 
that radio or automobile in order 
to live. But our economy depends 
upon our manufacturing and sell- 
ing vast quantities of so-called 
luxury items, the sale of which 
keeps millions of people gainfully 
employed and gives the American 
public a higher and higher stand- 
ard of living.” 

Other featured speakers at the 
three-day conference included 
Burton Bigelow, head of the New 
York management consultant firm, 
|and Leo Cherne, executive secre- 
|'tary of the Research Institute of 


: | America. 


Mr. Bigelow attacked the huge 


j | toll levied on business each year | 


through inefficient hiring of sales- 
men, asserting that “26 years of 
observing and training salesmen 
has convinced me that more than 
half the men in selling should not 
He urged more careful 


must coordinate the efforts of the | 


the only things that are important. | 


and intelligent methods of selec- 
tion, pointing out that money 
spent in picking the right man is 
returned many times over in sav- 
ings effected later. 

Speaking on the subject of sell- 
ing railway progress in the West, 
Robert R. Young, chairman of the 
board of the Chesapeake & Ohio, 
criticized an agreement among 32 
western railways whereby they 
would not spend in excess of $100 
per tour per railroad in soliciting 
passenger business through adver- 
tising. 

F. H. Bunn, general sales man- 
ager of Hoover Ltd., and London 
representative of the Incorporated 
Sales Managers Association of 
Great Britain, warned American 
sales executives that they should 
offer their salesmen more secur- 
ity, and more respect. 

A reselling plan under which 
his salesmen visit customers after 
an item has been purchased in the 
store, and remind the purchaser 
again of the merits of his pur- 
chase, might well be adapted by 
American business, Mr. Bunn said. 

Presentation of the Sales Man- 
agement award was made to the 
Toronto Advertising and Sales 
Club for its efforts in doing the 
most for salesmen during the past 
year. Royden Barbour of the 
Saturday Night Press received the 
award from Andrew Flanagan, 
Newark Evening News, chairman 
of the board of judges, who made 
| the presentation. 


Flack to Head Group 


Gene Flack, director of adver- 
tising and trade relations counsel 
for Sunshine Biscuit Company, 
Long Island City, N. Y., was 
elected president of the National 
Federation of Sales Executives, 
succeeding A. T. Danielson, vice- 
president of Barker Bros. Other 
officers named were Alfred 
Schindler of St. Louis, former 
Under Secretary of Commerce, 
first vice-president; A. H. Motley, 
second vice-president; and John 
W. Evans, Kee Lox Mfg. Com- 
pany, Cincinnati, treasurer. 
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Evening News; southern, Dwish 
Thomas, Gulf Brewing Company, 
Houston; midwest, Roy Warmee 
Minneapolis-Honeywell Regulato 
Company; western, G. J. Ticoule 
Crown-Willamette Paper Com. 
pany, San Francisco; interna. 
tional, Roydon M. Barbour, Satur. 
day Night Press, Toronto. Ther 
are also 12 new district directory 


Schick Gets Biggest 
Father's Day Promotion 


Eversharp, Ine. Chicago 
launched its biggest Father’s Da 
promotion June 8, for Schick Ip. 
jector razors, with 1,000-line ag 
in 187 newspapers in 184 cities 
The newspaper copy is being sup. 
ported by cooperative advertising 
sponsored by dealers, and by com. 
mercials on Eversharp’s programs 
“Take It or Leave It” and the 
Henry Morgan show. Windoy 
displays and posters, counte; 
cards, newspaper mats and othe 
sales aids have been sent to deal 
ers throughout the country. 

Biow Company, New York, i 
the agency. 


Allart Names Rankin 


Col. William J. Rankin, for- 
merly head of W. J. Rankin Cor. 
poration, creator and designer of 
point-of-purchase sales aids, has 
been named Chicago area repre- 
sentative of the Allart Corpora- 
tion, Milwaukee, display material 
specialist. 


Named Criterion V.P. 


J. L. E. Reynolds, for the past 
22 years western manager of Cri- 
terion Service, Inc., poster adver- 
tising company, has been named 
a vice-president and director. His 
headquarters are in Chicago. 


Leighton & Nelson Moves 


Leighton & Nelson, Schenectady 
agency, has moved its offices from 
202 State St. to 619 State St. 


Hit the Whar: 


for variety goods, sundries, thru 


Directors-at-large are: Hal W. 
Johnson, Stecher-Traung Litho- 
graph Company, Rochester, N. Y.; 
Dan Hudson, Family Reserve In- 
surance Company, Birmingham, 
Ala.; Scott Fletcher, Encyclopaedia 
| Britannica Films, Chicago; and 
Paul Heyneman, consultant, San 
Francisco. 


Regional directors are: Eastern 
|region, A. J. Flannigan, Newark 


MODERN 


Reach 32,500 retailers, 950 jobbers, 
1250 wholesalers’ salesmen. 


MODERN RETAILING 
250 Fifth Avenue, New York |, N. 


ADVERTISING 


HERE'S HELP WITH 


PROBLEMS... 


"Reduce Advertising Costs" 


Standard advertising representation in Industrial Equipment News 
costs only $95 to $102 a month and offers an opportunity to place 
the essential facts about your product before 52,000 operating, eng 
neering and production men in the larger plants in all industries . 


"Step Up Advertising Effectiveness" 


current product requirements. 
| 
NBP 
461 Eighth Ave. 
Boston-Chicago-Cleveland-Detroit 


. when and where they are accustomed to LOOKING FOR the’ 


| DETAILS? ASK FOR “THE IEN PLAN" 
INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 


CCA 


New York 1, N. Y. 
Los Angeles-Philadelphia-Pittsburgh 
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Music Dealers 


Vote Big Public 
Relations Fund 


(Continued from Page 1) 


Association of Music Merchandise 
Manufacturers, Band Instrument 
Manufacturers, Music Publishers 
Association and National Associa- 
tion of Musical Accessory Manu- 
facturers. The advertising bureau 
of the Radio Manufacturers Asso- 
ciation reportedly has recom- 
mended that RMA participate. 

The public relations program 
will emphasize, first, the need for 
free music education in all pub- 
lic schools. It will work for bet- 
ter music teaching methods, to- 
ward attracting adult “beginners,” 
to publicize musical activities of 
well-known people, organize 
music competitions, etc. 

Dr. Haring told members today 
that the “honeymoon is over” for 
wartime selling methods. Real 
selling effort will be necessary, 
he said, if sales in the last half of 
1947 are to equal those of the 
same period last year. 


Piano Sales Low 


Mr. LaMair declared Monday 
that gales of musical instruments 
have not kept pace with popula- 


last week, DuMont commercials 
were presented over Chicago’s 
single video station, WBKB. 
Largest presentation to dealers 
at the show was that by RCA Vic- 
tor, which revealed a full line of 
FM receivers-and many new mo- 
bile dealer aids, and held a live- 
talent show stressing quality re- 
ception by the sets. Among the 
new RCA sets were a $795 video- 
radio-phonograph console (52- 
square-inch video screen), an 
FM-AM phonograph console to 
retail at $325 to $340, and others. 
Farnsworth Radio & Television 
Corporation, Fort Wayne, Ind., 
maker of Farnsworth and Cape- 
hart radio and video sets, with- 
held showing of new lines. A 10- 
inch direct-view screen television 
set will be distributed for the first 


| dealer, the largest for any radio 


time this summer. Spokesmen | 
said that the ad budget this year | 
will total about $600,000 for na- 
tional magazines, including 22 
full-color ads to appear in Life | ; 
alone. Farnsworth advertising | 
will feature illustrations of sets 
and Capehart ads will continue 
stressing illustrations represent- 
ing musical compositions. N. W. 
Ayer & Son is the agency. 


Spends $2,000 Per Dealer 


A new line of Magnavox radios 
in a wide variety of furniture 
styles was introduced at the show. 
Frank Freimann, executive vice- 
president of Magnavox Company, 
Ft. Wayne, said the ad budget for 
the consoles this year will total 
about $1,000,000, or $2,000 per 


manufacturing company. | signed to establish his own ad- 
Three-fourths will be for na-|Vértising idea and writing service 

tional magazine advertising and | | = the Transportation building, 

incinnati. 

one-fourth for newspaper ads. He | 

indicated that the newspaper | 

| drive, which is exclusive of coop- 

erative advertising, will later take 


more than a quarter of the 
budget. 
Mr. Freimann said Magnavox 


sold $30,000,000 of radios in the 
fiscal year ending Feb. 28. Pro- 
duction through August has been 
taken in non-cancellable orders, 
he said. Maxon, Inc., here is the 
agency. 


CORONET 


Starts Own Service ‘has ooaete its 


Mason Ancker, for the past four 
years copy chief of Ralph H. Jones 
Company, Cincinnati, has_ re- 


Missing 


tion growth since the first World | 


War. He pointed out that in 
1921 there were 181 piano manu- 
facturers whose sales 


totaled | 


$73,000,000. By 1929 the number | 


had fallen to 81 makers doing a | 
$42,000,000 business, and in 1939 | 


there were 39 companies that sold 
about $20,000,000 of pianos. 
cause of shortages of skilled work- 
men, only 20-odd companies 


1941. 


musical instruments this year, al- 
figure at $150,000,000. The musical 


1939 was 
Unit sales this year are believed 
to be about the same as last year. 


DuMont Shows New Sets 


Ameng new products exhibited 
at the trade show were new tele- 
Vision receivers by Allen B. Du- 


Mont Laboratories, Passaic, N. J. | 


Not due for distribution till fall, 
the sets include 12 - inch - screen 
table models at $425 and $490 and 
a $750 console including phono- 
graph player. The DuMont 12- 
inch and up to 222-square-inch 
direct-view screens are the larg- 
est on the market. 

N. M. Markwell, sales promo- 
tion manager, told AA the com- 
pany will spend close to $500,000 
this year in advertising, which in- 
cludes full-page ads in key news- 
papers in 11 cities having video 
facilities. During the music show 


Be- | 


turned out 80,000 pianos last year | 
and probably will make 140,000 | 


NAMM officials were unable to) 
estimate retail expenditures on | 


in | 
the U. S. now make pianos. They | 


in 1947, compared with 159,000 in | 
| 


| 
| 


though one official guessed the | 


instrument retail sales figure in| 
close to $95,000,000. | 


i and 


and 


mannii lll 


Advertising Age 


The National Newspaper of rs 
100 E. Ohio St., Chicago 11, 


= 


* 


THIS 


widely followed Home Institute in response to homemakers’ requests for 


Is Your Advertising 


THIS 


All 


Si 
ih 


The newspaper whose reader-families' average annual 


expenditure for food used at home makes it a 


$700,000,000 market at retail... bigger than Chicago; 


bigger than Los Angeles and Philadelphia combined. 


in 1946, more than 100,000 lines in excess of the second paper. 


guidance, sent out 641,933 paid-for leaflets on hundreds of subjects to help 


Herald Tribune readers set better tables, run more efficient homes. 


You’re missing PLENTY 
—= if you don’t advertise in the 


The newspaper which, in 1916, established the Herald Tribune Home 


Institute—first venture of its kind by a newspaper. In 1946, the 


The newspaper with consistently more editorial food 


linage than any other in New York—281,355 lines 


European Edition Published Daily and Sunday in Paris 
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Steel Institute 
Starts $800,000 
Newspaper Drive 


New Yorx—The American Iron 
& Steel Institute last week started 
a year-long newspaper drive for 
better understanding of the prob- 
lems of the industry in plant cities. 
About $800,000 will be spent in 
the campaign, through Hill & 
Knowlton. 

Insertions, usually in 700-line 
size, will appear in 245 plant city 
dailies and weeklies, and in late 
summer another campaign will 
begin in 1,400 rural weeklies. In- 
sertions will run three to four 
weeks apart in plant cities, 
monthly in rural papers. 


New ‘SRL’ Section 

The Saturday Review of Litera- 
ture, New York, has announced it 
will publish a special once-a- 
month supplement, “Recordings,” 
to be devoted to phonograph rec- 
ords. It will be sold with SRL 
and in bulk for five cents a copy 
to record stores. The page rate is 
$750, plus $3 for each additional 
1,000 over 100,000, including SRL 
circulation. 


Elects F. C. Miller 


Frederic C. Miller, grandson of 
the founder, has been elected 
president of the Miller Brewing 
Company, Milwaukee. Formerly 
vice-president, he succeeds Harry 
G. John Jr. Mrs. Lorraine John 
Mulberger, Norman R. Klug and 
Edward W. Huber were elected 
vice-presidents. 


Safeway Stresses 
Freedom of Choice 
in Brand Policies 


OAKLAND—Safeway Stores, Inc., 
the nation’s second largest grocery 
chain (after A&P) has issued a 


five-page news release on its poli- | 


cies with respect to “manufactur- 
ers” and “sponsored” brands— 
otherwise known as nationally ad- 
vertised and private brands. 

The release was’ actuated, it 
was said, by a story in ADVERTIS- 
ING AGE on May 5, which quoted 
Safeway policy bulletins on this 


subject. Safeway said that its 
“essential function is that of ... 
purchasing agent for its custom- 
ers in the trade area where it op- 
erates retail stores. As a purchas- 
ing agent, Safeway must maintain 
a bargaining position” in order to 
protect its customers’ own bar- 
gaining position. “Freedom of 
choice” was emphasized. 

The release said that “only on 
this basis, Safeway has, when 
necessary, acquired sources of 
partial supply in several classes 
of commodities. With the yard- 
sticks thus available, Safeway is 
able to measure prices and other 
market conditions in the com- 
modities involved. 

“For substantially the same rea- 
sons Safeway has also for many 
years promoted a limited number 


ACH of the “Big Four” Simmons-Boardman specialized rail- 
way papers functions as an artery of news and engineering 
“know-how”’ keyed to the pulse of a particular audience with 
buying power and influence. 


Through these publications you can direct your sales messages 
without waste to specific groups of railway specialists. 


Write for full information. 


Simmons-Boardman Publishing Corporation 
30 Church Street, New York 7 


105 W. Adams St., Chicago 3 
530 W. 6th St., Los Angeles 14 300 Montgomery St., San Francisco 4 


Washington 4, D. C. 


Terminal Tower, Cleveland 13 
1038 Henry Bidg., Seatte | 


2909 Maple Ave., Dallas 4, Tex. 


® SIMMONS-BOARDMAN | 
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of products under its own brands” 
The story emphasized, however 
that Safeway “shall not use any 
product as a ‘loss leader’” anj 
“shall not permit substitution 9 
its sponsored brands for competi. 
tive brands.” 

The chain pointed out that jt 
“sponsored brands shall be price; 
to offer, for each community, ; 
range of products which will mee 
every consumer preference an 
pocketbook group, and to give oy 
customers the benefits resulting 
from our way of doing busines 
without taking unfair advantag 
of competing brand promoter; 
However, in the event that com. 
peting brand promoters mak. 
prices for the purpose of freezing 
out or discouraging competition, 
Safeway reserves the right t 
meet such prices.” 


Division Chiefs to Decide 


Regarding advertising of its 
own and other brands, Safeway 
distribution division managers 
were told to decide: 

“Whether sponsored brands and 
competitive supplier brands shal] 
be listed concurrently. 

“The comparative allhocation of 
space to sponsored brands and 


competitive suppliers’ brands— 
whether listed concurrently or 
separately. 


“Whenever any commodity for 


which we have a premium spon- 
| sored brand is listed in the retail 
| price advertisements, the premium 
|sponsored brand shall also be 
listed.” 

| Although Safeway now proposes 
'to offer “premium” sponsored 
|brand products, which will be 
| “fully promoted” and which other- 
| wise will compete “on equal term: 
‘with brands promoted by others,” 
the number of the company’s own 
brands “will be relatively small. 
And in no case will Safeway’s ac- 
tivities as a brand promoter result 
in the discontinuance of any other 
brands for which there is a well- 
established consumer demand.” 


Promotes Motorstokor 


Hershey Machine & Foundry 
Company, Manheim, Pa., will use 
large space in metropolitan Sun- 
day newspapers in _—= anthracite- 
burning regions to point up the 
advantages of its Moterstokor in 
furnishing economical, automatic 
home heating, and to offer imme- 
diate installation. Each adver- 
tisement will include the names 0! 
all Motorstokor dealers in 43 
metropolitan area. Prospects for 
dealers will be “pre-heated” by 
a series of mailings. Gray & 
Rogers, Philadelphia, is the 
agency. 


Heads Boston Adclub 


Harold E. Fellows, general man- 
ager of Station WEEI, Boston, 
and director of CBS operations in 
New England, has been ele ted 
president of the Advertising C!luD 
| of Boston. 


@ CONCENTRATED COVERAGE 

in the SOUTHWEST 

@ REACHES OVER 1/3 of the 
AIRPORTS in the UNITED STATE‘ 
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Intercity Video 
Rates Announced 
by Bell System 


New YorkK—Starting Aug. 1, 
network broadcasters can begin 
beaming intercity television — if 
they can afford to pay the rates 
set by the American Telephone & 
Telegraph Company. 

The Federal Communications 
Commission this week is expected 
to consider the rate scale sub- 
mitted by the AT&T, which con- 
templates an eventual nationwide 
network of coaxial cable and 
radio relay facilities. 

Basic rates, which the company 
points out are tentative, have been 
set at $40 a month per circuit mile 
for eight consecutive hours daily, 
plus $2 a month for each addi- 
tional consecutive hour. For each 
station connected on a monthly 
basis the charge will be $750 a 
month for eight consecutive hours 
daily, and $50 monthly for each 
additional consecutive hour. 

For example, monthly service 
for a two-station network be- 
tween New York and Philadelphia 
(on the eight-hour daily basis) 
would cost $5,340. 


Some Circuits Operating Now 


Immediately available are co- 
axial circuits between New York 
and Washington, which video sta- 
tions have been using on an ex- 
perimental basis for some time. 
Meanwhile, the Bell system is set- | 


i Sdiieast bs, 


Last Minute News Flashes 
Phillips Packing Runs Contest in Philadelphia 


CAMBRIDGE, Mp.—Phillips Packing Company is using full-page, six- 
and seven-column advertisements in the Philadelphia Bulletin, Daily 
News, and Inquirer, and Stations WIP, WCAU and KYW to announce 
two 30-day contests with prizes of four Packard sedans, 16 Frigidaire 
electric ranges, 200 Presto pressure cookers and 12 Monark bicycles 
for finishing the statement: “I like Phillips delicious (soup or other 
product) because ...” Identical prizes will be awarded winning 
contestants and grocers they name in entries. The contests may run 
in other cities. Aitkin-Kynett Company, Philadelphia, is the agency. 


Norwich Uses New Sunburn Slogan for Unguentine 

Norwicu, N. Y.— Norwich Pharmacal Company will switch the 
theme of its Unguentine to sunburn in July, and will use two- 
column, two-color ads in a list of national magazines and pages in 
drug business papers. A new window display, using the same illus- 
tration as the advertisement, will show a sunburned child, and a 
new slogan, “Unburn the Burn.” Unguentine will also get promo- 
tion on “The Fat Man,” the company’s ABC radio show. Lawrence C. 
Gumbinner is the agency. 


Safeway Contest Promotes ‘Family Circle’ 

OAKLAND—Safeway Stores is running a newspaper campaign in 16 
cities from coast to coast and in spot radio in 10 cities, through 
J. Walter Thompson Company, offering $8,541 in cash and merchan- 
dise prizes for 25- to 100-word statements on “What you think of 
Family Circle Magazine.” First National stores, which also distribute 
Family Circle, is promoting the contest in radio in New England. 
The 2,000 American stores in middle Atlantic states will start carry- 
ing Family Circle next September. 


Armour Tests in Foreign Language Papers 

Cuicaco—Armour & Co. for the first time is using foreign language 
newspapers—in Buffalo and Detroit—to test a coupon offer on Chif- 
fon and Perk soaps. A plastic apron is offered in the ads for 50 cents 
and box top. Foote, Cone & Belding is the agency. 


Chambers Joins American Home Foods as V.P. 

New YorK—Gurth F. Chambers, who recently resigned as vice- 
president in charge of sales for Lever Bros. Company after having 
been with the soap company for 10 years, has been named vice-presi- 


ting up facilities for radio relay | dent in charge of sales for American Home Foods, New York, a sub- 


service between New York and/} 
Boston and New York and Chi- 
cago. 

Whether the television stations, 
already operating in the red on a 
local basis, in many instances 
would be willing to pay this price 
for network service, no one was 
prepared to say last week. 

To date most of the advanced 
experiments in intercity video 
transmission have been carried on 
by the Bell system, which began 
work on the coaxial cable method 
some time ago. 
tion and others have also been 
working on equipment for radio 
relay — sometimes referred to as 
micro-wave service. 


Philco Corpora- | 


sidiary of American Home Products Corporation. 


Goodrich Trims 


Its Tire Prices; 
Starts Sales Aids Will Occupy NPA 
NEw YorxK—tThe continuing 


AKRON—B. F. Goodrich Com-}| 
pany became the first of the “Big|problem of second-class postal 
Four” tire manufacturers to trim | rates will occupy the center of the 


Postage Problem, 
State Sales Tax 


| 10% cut on passenger car tires and | tional 

tubes. | Westchester Country Club, Rye, 
J. J. Newman, vice-president in| N. Y., June 13. 

charge of sales, said the new | The one-day meeting, a closed, 

prices will bring auto tires “below | informal affair principally devoted 

|prewar prices for the tires that|to golf and off-the-record talks, 

outwear prewar tires.” Retailers, | will probably hear reports on the 


Skeptical About Strato-vision 


The only other method uncov- 
ered to date is strato-vision—pick- 
ing up the signal in an airplane 
flying above the station and re- 
broadcasting it to other stations 
in a 400-mile diameter. Experts 
in the field view this proposal— 
evolved by the Glenn L. Martin 
Company—with detached skepti- 
cism. 

AT&T officials say facilities for 
transmission of video shows in 


Atlanta, Miami, New Orleans, 
Dallas, Fort Worth, El Paso, Los 
Angeles, Buffalo, Pittsburgh, 


Cleveland, Detroit, 
St 


Chicago and 
Louis can be made available as 
soon as intercity television begins 
to catch on. 

Only New York, Los Angeles, 
Washington, Chicago, St. Louis, 
Schenectady, Philadelphia and 
Detroit now have commercial 
video stations in operation. 


Herald’ Reorganized 
‘he Herald Association, Inc., 
been organized in Rutland, 
to acquire all of the assets 
the Herald & Globe Associa- 
which will be liquidated. 
ese assets include the Rutland 
rald, one of the state’s two 
morning newspapers. 
Principals of the group are 
W. Mitchell, present editor and 
lisher of the paper; John W. 
tleson, former managing edi- 
and L. B. Noble, business 
manager. 


Pearce to ‘Seventeen’ 


Ray Pearce, formerly advertis- 
~ director of the Hunter Screen 
nit, has joined the advertising 


4 staff of Seventeen, New 
rK, 


he said, would share with the| progress of NPA in urging Con- 
| company “a substantial reduction | gress to reconsider the postal rate 
lin profits.” advances, and some _ disturbing 
| Goodrich’s action followed price! news about state sales taxes. 
| cuts by major mail order houses; The Connecticut state legisla- 
'and New York department stores. | ture recently passed a state sales 
None of the other major manu-|tax which, although it exempts 
'facturers indicated, meanwhile,|newspapers, includes magazines. 
whether similar cuts would be/ The tax begins at 13 cents, thus 
|made immediately. skipping some of the cheaper pub- 
To maintain high sales levels | lications but catching the vast ma- 
even in a seller’s market, Good-| jority of magazines. It is appli- 
‘rich has already started a sales | cable only to newsstand pur- 
|help program for retailers, which | chases. 
| will include advertising, store| The members will also discuss 
identification, screening of stock | the problems of central registry, 
|contacts with tire-prospect possi- 
bilities in mind, and a “triple- 
_ check system” of car spotting. 


salesmen. They will probably not 


|discuss the various committees’ 
| The spotting campaign includes| reports on plans for broadening 
|auto door-handle cards with dia-|NPA’s functions incorporated in 
|grams calling the motorist’s at-|the now famous “Ehrlich report.” 
‘tention to the condition of his 
| tires, with S, U or Q for “appears | meeting in 1946, was only slightly 
safe,” “appears unsafe” or “ques-| discussed during NPA’s January 
tionable.” Postal card reminders | sessions, and it is expected that 
will offer free off-the-wheel in-/|the first real consideration of the 
|spection. The company also plans | report will be at the association’s 
|liberalization of trade-in allow- fall session, to be held at the 
|ances as part of the program. Essex-Sussex Hotel, Spring Lake 


Beach, N. J., Sept. 8-9. 


| 
|Dalglish Names Kirbyson | ; 
| R. E. Kirbyson has been ap- | Elects Pierce V.P. 
|pointed vice-president in charge! Watson O’Dell Pierce has been 
|of sales, advertising and market-| elected a vice-president in charge 
ing of Dalglish Chemical Ltd.,| of the newly formed psychological 
|Toronto, division of Standard] services division of Nejelski & 
| Chemical Company. Co., New York management coun- 
— | Sel. 

WNU Promotes Freeman | Trials’ 

| Frank A. Freeman, formerly as- | GM Sponsors riais 

| sistant manager and sales director “Famous Jury Trials,” aired as 
|of the Chicago office of Western|a sustainer for more than a year 
Newspaper Union, has been ap-|by American Broadcasting Com- 
pointed manager of that office,| pany, is now being sponsored by 
succeeding the late Charles A.| General Mills, through Dancer- 
Parsons. | Fitzgerald-Sample. 


prices last week, announcing a/|/stage at the meeting of the Na-| 
Publishers Association at) 


|a plan for registering subscription | 


This report, presented at the fall | 


] 
| 
| 
| 
} 
| 
| 


| 


4 ReARDONS | 
Wee's Shank « nts : 


PLUGGER—The Reardon Co., St. Louis, 

backs its national magazine ads fea- 

turing Don Herold's cartoon character 

with this new display carton for Rear- 

don's water putty. Oakleigh R. French 

& Associates, St. Louis, handles the 
account. 


Weber Sees Short 
‘47 Pulp Supply; 
Increase in ‘48 


New YorkK—If current demand 
keeps up, the market pulp picture 
will be bad for all of 1947, but) 
even with current high demand, | 
it should pick up next year, H. | 
Lee Weber, purchasing agent of | 
Fibreboard Products, San Fran-| 
cisco, told the National Associa- | 
tion of Purchasing Agents last 
week. 

Mr. Weber reported a lot of | 
new pulp production coming in| 
late this year and next, which | 
will ease the situation in 1948. | 

First quarter total pulp produc- | 
tion is up 20% over last year and | 


from the first of the year. 
market pulp situation 


than last year with inventories 


|much prospect of improvement, 
|pending on market pulp would 
| like 3,000,000 tons this year, must 
|have 2,700,000 tons, but probably | 
| won’t get 2,500,000, he declared. 


PARKER FORESEES 
NEWSPRINT LAG 
New YorK—Assuming “the. 
|}country would not talk itself into 
ja needless recession as an in- 
evitable occurrence at this time,” 
|Cola G. Parker, president of Kim- 
pre- 


|berly-Clark Corporation, 
dicted for the National Association 
| of Purchasing Agents last week 
|that over-all supply and demand 
'in the pulp and paper industry 
|would be balanced before the 
| year’s end, excepting for a lag 


in newsprint and, to a lesser de-| 


| gree, in tissue and book paper. 

| Declaring there is not too great 
an unbalance remaining to be rec- 
tified, Mr. Parker pointed out that 
| “United States’ output of paper 
and board is running nearly 75% 
above average production of 1935- 
39 and, in total, four times that 
of any other nation.” He added 
that “the index for six months of 
1946 showed basic demand ex- 
ceeding supply, for four months 
production slightly exceeding de- 
mand, and for two months indices 
substantially even.” 

Newsprint supply is an excep- 
tion, with the United States pri- 
|marily dependent upon imports, 
principally from Canada, he’ said. 
Given a hoped-for import of 3,- 
700,000 tons of newsprint, Mr. 
Parker declared there is a possible 
pulp and paper supply closely ap- 
proaching 25,000,000 tons for the 
year, or a record 1947 per capita 
consumption of 350 pounds of 
paper and paperboard. 


Joins Four A’s 

Glasser-Gailey & Co., Los An- 
geles, has joined the American 
Association of Advertising Agen- 
cies. 


| on Monday 
he said. Pulp and paper mills de- | 
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‘Top 13,’ Other 
Agencies May Bid 
for Nat'l Guard 


WASHINGTON—If the hazards of 
the regular Army recruiting con- 
tract discouraged all but three 
agencies from making a_ serious 
“pitch,” the story is likely to be 
considerably different this week 
when agencies come in to discuss 
a second War Department cam- 
paign, this time for the National 
Guard. 

For the National Guard cam- 
paign, currently running about 
$1,000,000, stacks up as something 
a lot more interesting to many 
agencies, since it is confined to 
national magazines and radio, and 
avoids some of the manpower and 
bookkeeping woes that surround 
regular Army advertising. 

While it is subject to the fiscal 
policies of the government ac- 
counting office, there is no such 
problem as 300,000 tear sheets and 
supporting affidavits which N. W. 
Ayer & Son had to muster in 
order to present its claims under 
the $5,000,000 regular Army con- 


|tract (AA, June 2). 


Invite ‘Top 13,’ Gardner 


Invitations to hear the National 
Guard “story” went to the same 
“top 13” agencies summoned for 
the regular Army account, plus 
Gardner Advertising Company, 
St. Louis and New York, which 
had registered its hopes of com- 
peting for the account. 

Officials stressed that the Na- 
tional Guard account, though cur- 
rently handled by Ayer in con- 
junction with regular Army re- 


about twice 1938, but so is con-|cruiting, is a separate contract, in 
sumption, he pointed out, with the | no way obligated to the successful 
result that inventories are down) contender for the regular Army 
The | 


is worse | 


| 
down to less than two months’ | 


supply, going lower, and not too)| 


account. They added that addi- 
tional interested agencies could 
arrange to compete. 

A meeting on the account is 
scheduled for headquarters here 
(June 9), but the 
formal presentations will not be 
made until June 23. While Con- 
gress has yet to give final ap- 
proval, National Guard is asking 
an advertising budget which will 
encompass media plans on about 
the same scale as the present year. 


Uses Radio, Publications 


National Guard copy is largely 
a “prestige campaign” as a back- 


_drop for the National Guard re- 


cruiting which is carried on by 
each state’s National Guard unit. 
The present campaign, stressing 
the traditional role of the National 
Guard in defense, runs in Collier’s, 
Life, Look and The Saturday Eve- 
ning Post. In addition, there is 
the Paul Whiteman show on 223 
AEC stations. 

Additional National Guard copy 
to interest veterans appears in 


the American Legion and VFW 
publications. Copy designed to 
obtain leave for guard members 


from their jobs for summer train- 
ing, appears in Rotary and Ki- 
wanis publications and a short list 
of business publications. 

The 13 agencies, other than 
Gardner, selected from the list of 
major agencies (AA, Feb. 3) are: 
J. Walter Thompson Company; 
Young & Rubicam; Ayer; BBDO; 
McCann-Erickson; Foote, Cone & 
Belding; Ruthrauff & Ryan; 
Dancer-Fitzgerald-Sample; Biow 
Company; Grant Advertising, Inc.; 
Benton & Bowles; Compton Ad- 
vertising, Inc., and D’Arcy Adver- 
tising Company. 

3illings of these agencies all 
exceed $20,000,000 for 1946. Gard- 
ner billings were estimated by AA 
as more than $6,000,000 for 1946 
(AA, March 17). 


Joins ‘Americana’ 
Carmen de Alba, formerly with 
Armando Advertising, New York, 


has joined Americana, New York, 
as advertising manager. 
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“!That’s an illusion. igh 
But it’s no illusion that you can wheel your Chicago sales ahead of bab 


by advertising in The Chicago TIMES. The TIMES, with a net pola 
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paid daily circulation of close to a half-million, goes home to more tying 


Chicagoans than any other evening paper. peame 


To SELL them in Chicago, TELL them in a 


THE %) TIMES 2 


CHICAGO’S TURE NEWSPAPER 
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